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larger  burst  mode,  for  'starters.  So  you  can  thank  photographers  like  me  lor  making  the  world's 
fostest  camera  even  better.  And  we  can  all  thank  Canon  for  listening. 
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STEADFAST  CONVICTION 

1  PUBLISH  AND  EDIT  THE  WEEKLY 
Neshoba  Democrat  in  Philadelphia, 
Miss.,  and  read  with  interest  Joe 
Strupp’s  article  (“10  That  Do  It  Right:  The 
Clarion-Ledger”  July  E^P,  p.  24)  credit¬ 
ing  Jerry  Mitchell  with  the  conviction  last 
June  of  Edgar  Ray  Killen  in  the  1964  civil 
rights  murders. 

The  prosecution  in  the  Killen  trial 
relied  solely  on  the  transcripts  of  a  1967 
federal  conspiracy  trial.  In  short,  there 
was  no  new  evidence  presented  at  the 
Killen  murder  trial,  despite  this  myth 
that,  shockingly,  is  multiplying  exponen¬ 
tially  in  journalism  circles. 

It  was  a  Neshoba  County  grand  jury 
that  indicted  Mr.  Killen  and  a  jury  that 
ultimately  convicted  him,  and  my  hunch 
is  they  were  influenced  more  by  the  nearly 
four  decades  my  predecessor  spent  keep¬ 
ing  this  case  at  the  forefront  than  any¬ 
thing  The  Clarion-Ledger  in  Jackson, 
Miss.,  has  ever  done,  although  I  recognize 
and  appreciate  Jerry’s  contribution.  He 
is  an  exceptional  reporter,  a  friend,  and 
a  credit  to  our  industry. 

In  2000,  my  predecessor,  Stanley 
Dearman,  wrote  of  the  killings  in  his  final 
editorial  and  said,  “Come  hell  or  high 
water,  it’s  time  for  an  accounting.”  And 
more  than  anything,  a  1989  interview 
that  Dearman  conducted  with  Carolyn 
Goodman,  mother  of  Andrew  Goodman, 
one  of  the  dead  civil  rights  workers,  did 
more  to  change  perceptions  in  Neshoba 
County  than  almost  anything  else.  For 
the  first  time  ever  a  human  face  was  put 
on  the  civil  rights  workers,  and  over  time, 
people  —  myself  included,  as  a  young 
man  —  began  to  accept  Dearman’s  prem¬ 
ise  that  murder  is  murder.  In  2004,  com¬ 
munity  leaders  issued  a  call  for  justice. 

This  call  for  justice  in  the  Neshoba 
County  murders  came  from  witbin.  It  was 
an  issue  people  in  the  community  felt 
compelled  to  address  largely  because  of 
the  quiet  work  of  Stanley  Dearman,  I  am 
convinced. 


If  you  can  point  out  specifically  the 
“revelations”  and  the  “legwork”  that  led 
to  the  Killen  conviction  which  you  credit 
to  the  Clarion-Ledger,  then  I  would  be 
happy  to  withdraw  my  objection. 

JAMES  E.  PRINCE  III 
EDITOR  AND  PUBLISHER 
The  Neshoba  Democrat 
Philadelphia,  Miss. 

BEWATCHDD6U0TLAPD0GS 

Thanks,  Greg  Mitchell,  for  re- 
vealing  the  truth  about  tbe  editori¬ 
al  responses  to  the  lead-up  to  the 
Iraq  war  (“Pressing  Issues,”  July  2006,  p. 
20).  Coupled  with  Stephen  Colbert’s  bit¬ 
ing  commentary  on  the  lapdog-like  be¬ 
havior  of  the  press  corps  as  it  questions 
(or  fails  to  question)  the  president  about 
his  actions  and  policies,  it  now  seems  as  if 
some  few  are  finally  pointing  the  spotlight 
on  the  abysmal  performance  of  our  sup¬ 
posed  watchdogs  of  the  government. 

Keep  speaking  out  to  your  readers, 
Greg.  They  need  to  hear  it  from  someone. 

JAMES  T.  CURRIE,  PH.D. 

Alexandria,  Va. 

NEW  TARGETS  IN  IRAO 

Thank  you  Greg  Mitchell  so 

very  much  for  your  July  column  — 
we  need  this  kind  of  direct  and 
honest  commentary.  The  bloodshed  is 
terrible.  There  are  many  segments  in 
Iraqi  society  that  are  in  real  danger,  but  a 
group  that  concerns  me  greatly  are  those 
in  academia,  particularly  scientists. 


THE  WRITE  WAY 

E&P  welcomes  letters.  E-mail  to  letters@ 
editorandpublisher.com,  fax  to  (646) 
654-5370,  orxmite  to  “Letters,”  Editor 
&  Publisher,  770  Broadway,  New  York, 
NY 10003.  Please  include  name,  title, 
location,  and  e-mail  address.  Letters 
may  be  edited  for  all  the  usual  reasons. 


People  at  universities  that  cooperated 
with  Americans  are  targets.  Iraq  is  losing 
its  academics,  through  assassinations  and 
because  many  are  fleeing  tbe  country. 

TOPSY  N.  SMALLEY 
INSTRUCTION  LIBRARIAN 
Cabrillo  College  Library 
Aptos,  Calif 

ADMITTING  MISTANESIG  DEADLY 

Thank  you  for  your  fine  “Press- 
ing  Issues”  column.  You  conclude 
with  the  question,  “What  will  they 
do  next  time?” 

Perhaps  you  can  find  the  answers  in 
the  same  editorial  pages  you  surveyed: 
How  many  who  supported  the  Gulf  of 
Tonkin  resolution  have  ever  recanted; 
have  any  ever  apologized  to  their  readers? 
How  many  who  supported  the  2002  Iraq 
resolution  have  recanted;  has  even  one 
apologized? 

The  paramount  principle  of  the 
authoritarian  lifestyle  is  never  admit  to  a 
mistake.  Hence,  we  already  know  the 
answers  to  our  questions,  don’t  we? 

KEN  BLEY 
Northfield,  Ill. 

Correction 

A  story  in  theJidy  E^P  misspelled  the 
name  ofAutherine  Lucy,  whose  efforts 
exposed  racial  bias  at  the  University  of 
Alabama  in  1956.  A  photo  of  Moses  J. 
Newson  and  Jimmy  Hicks  that  accompa¬ 
nied  the  story  should  have  been  credited 
to  Ernest  C.  Withers. 


50  YEARS  AGO 

NEWSPAPERDOM®  FROM  EDITOR  &  PUBLISHER 


AUGUST  4,  1956: 
Photographer  Harry  Trask  of  the 
Boston  Traveler  captured  many 
of  the  best  shots  of  the  Andrea 
Doha’s  sinking.  Trask,  who 
observed  the  action  from  the  air, 


told  E&P,  “In  nine  minutes  it  was 
all  over.  It  was  a  sad  farewell.” 

AUGUST  11,  1956: 

Ted  Williams  was  hit  with  a  $5,000 
fine  after  spitting  on  sportswriters 


and  fans,  revealing  his  feud  with 
several  Boston  journos.  “It's  the 
fault  of  the  sports  writers,”  he 
told  the  Boston  American.  “They 
fire  the  fans  up.  There  are  a  few 
of  them  that  are  the  worst.” 
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Nut  Graf  Suite? 


BY  MARK  FITZGERALD 


Ballets  have  been  inspired  by 
star-crossed  lovers,  a  princess 
cursed  to  become  a  swan,  and  even 
by  a  toy  nutcracker  come  to  life.  The  idea 
that  a  ballet  could  be  spun  from  the  life  of  a 
newspaper  reporter  was  apparently  just  too 
improbable  a  project  to  attempt.  But  that’s 
exactly  what  Robin  Fisher  and  several  other 

B  Chicago  choreog¬ 
raphers  have 
done  with  “The 
Journalist.” 

For  a  gala 
benefiting  her 
Fisher  Dance 
Foundation, 
which  supports 
inner-city  girls, 
Fisher  wanted  to 
create  a  dance 
that  would  tell 
a  sweeping  story  of  the  condition  of 
women  around  the  world  and  through¬ 
out  history.  “I  thought,  how  else  could  I 
do  it,  but  by  [using]  this  character  who 
goes  to  all  the  troubled  places  on  earth, 
and  writes  about  it,”  says  Fisher. 

“The  Journalist”  follows  its  young 
protagonist  Sophie  from  her  days  on  a 
high  school  paper  to  a  career  reporting 
on  women  stuck  in  hot  spots  such  as 
Bosnia  and  Somalia,  or  recalling  their 
experiences  in  Communist  China  or  the 
Holocaust.  Fisher  sheepishly  admits  her 
inspiration  wasn’t  any  real-life  Christiane 
Amanpour,  but  a  song  by  the  1980s  band 
Tears  For  Fears.  Still,  the  reporter  charac¬ 
ter  allowed  the  dance  to  “really  bring 
attention  to  these  issues,  and  to  make 
changes,  like  journalists  do.”  @ 


Diana  Washington  Valdez  with  crosses  in  memory  of  eight  victims  found  in  Juarez  in  Nov.  2001 

El  Paso  reporter  risks  life  for  story 


The  gala  benefit  raised 
thousands  in  June. 


BY  BARBARA  BEDWAY 

By  1999,  WHEN  THE  El  Paso  (Texas)  Times’ 
Diana  Washington  Valdez  began  reporting  on  a 
string  of  murders  of  young  women  across  the 
border  in  Juarez,  Mexico,  the  killings  had  been  going  on 
for  six  years.  But  the  level  of  U.S.  media  frenzy  generated 
when  a  young  blonde  woman  goes  missing  somewhere 
was  notably  absent  in  Juarez,  even  as  the  number  of 
victims  —  most  of  them  poor,  attractive  girls  attending 
school  or  working  at  one  of  the  city’s  many  large  assem¬ 
bly  plants  —  steadily  grew  into  the  hundreds. 

Many  of  the  women  were  raped  and  mutilated  prior 
to  their  deaths,  their  bodies  dumped  in  ditches  or  vacant 
lots  in  the  desert.  State  law  enforcement  authorities  re¬ 
sponsible  for  investigating  the  crimes  (at  least  90 
w'omen  were  raped  and  killed  in  similar  ways)  consis¬ 
tently  failed  to  preserve  crime  scenes,  collect  evidence, 
or  interview  witnesses.  Valdez,  a  bilingual  reporter  with 
plenty  of  e.xperience  investigating  corruption  on  the  U.S. 
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A  protest  outside 
the  Mexican  con¬ 
sulate  in  El  Paso, 
Texas,  in  2003. 
Below,  members 
of  Congress  during 
a  visit  to  Juarez. 
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cultivate  sources,  get  them  to  trust  me.” 

Most  of  these  meetings  had  to  be  face 
to  face:  “In  Mexico,  a  public  official  wants  to 
meet  you  and  size  you  up.  They’re  used  to 
reporters  being  spies  for  different  govern¬ 
ment  agencies,  so  they  assume  you’re  play¬ 
ing  that  kind  of  role.  But  it  doesn’t  take  long 
for  someone  to  figure  you  out.” 

Valdez,  now  51,  admits  there  were 
moments  when  she  felt  psychologically 
saturated:  “The  deaths  really  get  to  you, 
but  that  would  pass.  I  feel  all  my  previous 
years  served  as  preparation.  I  couldn’t  have 
done  this  10  years  ago,  I  lacked  the  maturi¬ 
ty  and  experience.” 

After  her  series  —  which  included  vari¬ 
ous  theories  about  the  killers  —  appeared 
in  the  El  Paso  Times,  people  linked  to 
organized  crime,  she  says,  including  some 
with  important  political  connections,  sent 
her  warnings  to  “quiet  down”  because  she 
was  making  some  powerful  individuals 
“very  mad.” 

“I  had  to  think  twice  about  going  for¬ 
ward,”  she  acknowledges.  “I  had  to  realize 
what  the  victims  had  been  up  against. 
There’s  no  way  girls  from  poor  families 
could  protect  themselves  —  police  were 
involved,  the  people  being  protected  were 
directly  involved  in  the  murders.  I  felt  the 


side  of  the  border,  says,  “Even  I  had  no  idea 
how  bad  it  was,  and  how  high  up  the  cor¬ 
ruption  was  occurring.” 

Valdez,  who  now  covers  health  and  en¬ 
vironmental  issues,  can  no  longer  report 
from  Juarez  “because  of  the  serious  threats 
against  me.”  The  FBI  calls  her  every  once 
in  a  while  to  see  if  she’s  all  right.  She  has 
alternated  in  her  career  between  editing 
and  writing,  but  she  says,  “I  always  keep 
going  back  to  reporting,  because  I  like 
being  out  there,  and  I  get  bored  sitting 
at  a  desk  all  day.” 

Her  updated,  English-language  book 
based  on  her  coverage.  Harvest  of  Women: 

A  Mexican  Safari,  is  due  out  this  summer 
(a  Spanish  edition,  Cosecha  de 
Mujeres,  came  out  in  2005).  A 
documentaiy'  about  her  probe 
opens  this  month.  Also  in  produc¬ 
tion  are  two  Hollywood  movies 
partly  based  on  the  killings,  with 
Jennifer  Lopez  starring  in  one 
and  Minnie  Driver  in  the  other. 

An  HBO  film  and  numerous 
plays  and  books  are  also  planned. 

Valdez  says  of  the  new  edition 
of  her  book,  “I  have  more  of  a 
conclusion  and  recommenda¬ 
tions  that  I  didn’t  have  earlier. 

The  idea  in  the  first  book  was  to 
get  out  information  quickly  and  save  lives. 
I  make  a  case  [in  the  new  edition]  why 
this  issue  needs  to  be  taken  out  of  Mexican 
hands  and  turned  over  to  an  international 
tribunal  to  investigate  several  Mexican 
presidents  £md  governors,  who  niled 
during  the  crime  spree,  for  negligence. 

I  challenge  the  Mexican  authorities,  be¬ 
cause  the  same  pattern  of  brutal  murders 
began  spreading  to  other  places  in  Mexico 
in  1999  and  2000,  places  where  drug 
cartels  have  a  dominant  presence,”  she 
adds.  “This  has  to  be  investigated.” 

Few  are  convinced  of  the  Mexican  gov¬ 
ernment’s  claims  to  have  jailed  the  killers  — 
two  bus  drivers  and  some  gang  members 
supposedly  led  by  an  Egyptian  chemist, 
who  died  this  year  in  jail.  Over  the  years, 
Valdez,  whose  mother  is  from  Mexico, 
conducted  her  o\vn  dogged  investigation, 
seeking  elusive  information.  She  worked 
without  the  tools  and  protections  U.S. 
journalists  rely  on,  and  in  June  2002  the 
El  Paso  Times  published  her  two-part 
series,  “Death  Stalks  the  Border,”  in  both 
English  and  Spanish. 

“They  don’t  have  open-records  laws,  so 
I  knew  I  had  to  find  people  with  direct 
knowledge  of  the  cases,”  Valdez  notes.  “That 
meant  law  enforcement,  so  I  had  to 


need  to  wrap 
up  as  soon  as  I 
could ...  at  least 
there  would  be 
some  safety  in 
having  the  infor¬ 
mation.  That 
would  be  all  the 
justice  some  of 
these  families  would  ever  have.” 

Her  tenacity  impressed  Lorena  Mendez- 
Quiroga,  whose  documentary  based  on 
Valdez’s  investigation.  Border  Echoes,  is 
scheduled  to  premiere  at  a  theater  in 
West  Hollywood,  Calif.,  in  early  August. 
Mendez-Quiroga,  who  had  covered  the 
murders  herself  as  a  freelance  reporter  for 
Telemundo  and  for  a  Fox  affiliate  in  Los 
Angeles,  notes  that  seven  people  who 
appeared  in  her  film  have  since  been  killed. 
The  dead  include  both  lawyers  defending 
the  two  bus  drivers  w'ho  claimed  they  were 
tortured  into  confessing  to  the  murders 
of  eight  women  found  in  a  Juarez  cotton 
field  in  2001. 

“If  there’s  anyone  who  has  really  put  her 
life  on  the  line  [for  this  story],  it’s  her,” 
asserts  Mendez-Quiroga,  who  began  film¬ 
ing  Valdez  in  2000.  “I  first  heard  about  the 
murders  in  1995,  and  people  then  were 
moved  to  cover  how  grotesque  it  is.  They 
wanted  to  get  the  tears  from  the  mother 
and  the  sound  bites.  What  really  touched 
me  about  Diana  was  that  she  was  asking 
the  right  questions.  I  could  tell  she  was 
someone  destined  to  get  to  the  bottom 
of  things.” 

The  filmmaker  emphasizes  the  complexi¬ 
ty  of  the  story  can  be  hard  for  outsiders  to 
grasp:  “It’s  not  just  about  finding  copycat 
murderers  or  serial  murderers;  it’s  the 
overall  violence  toward  women,  the  way 
society  there  sees  women  as  pretty  much 
dispensable.  You’ve  got  to  question  every¬ 
thing,  and  that’s  why  the  victims’  families 
opened  up  to  Diana.” 

She  describes  a  scene  in  the  documentary 
in  which  she  confronts  the  spokesman  for 
the  state  attorney  general’s  office  with  the 
names  of  some  suspects  Valdez  has  turned 
up,  and  he  tells  her  that  no  inquiry  is  neces¬ 
sary,  since  the  five  men  are  “upstanding  citi¬ 
zens,  veiy  good  people.”  He  then  warns  her 
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that  Valdez  “should  be  carefiil  •”  ' 

Diego  Zavala,  Amnesty 
International  USAs  specialist 
for  Mexico,  praises  Valdez  s 
book  for  ferreting  out  hard- 
to-find  information,  and  lay- 
ing  out  the  systemic  failures  bSSHM 
in  both  the  government  and  | 
police  organizations  that  D[ 

render  them  incapable  of  j  ^ 

solving  the  murders.  [ _ - 

“I  think  it’s  very  coura-  ° 

geous  of  her  to  do  this,”  he  asserts.  “She 
identifies  all  the  state  officials  involved 
directly  or  indirectly  in  investigations,  and 
demonstrates  how  utterly  inept  and  insen¬ 
sitive  they  have  been.  When  she  tried  to  get 
information  from  actual  witnesses,  they 
wouldn’t  dare  say  anything.  These  young 


Mioe;  women  disappear  from  down- 

l  town  Juarez  in  the  daytime, 

Band  no  one  claims  to  have  seen 
them.  It  makes  you  wonder  — 
who  are  these  people  they’re 

The  Juarez  murders  are  no 
longer  “just”  a  local  stoiy,  thanks 
ueres  I  in  part  to  Valdez’s  reporting.  In 
•®BC/wo  I  May,  the  U.S.  House  of  Represen- 
I  /  tatives  unanimously  approved  a 

- ii  resolution  condemning  the  killings 

and  encouraging  U.S.  involvement  in  bring¬ 
ing  them  to  an  end.  In  Mexico,  a  special 
federal  prosecutor  has  been  named  to 
investigate  the  crimes. 

At  the  same  time,  Laurie  Freeman  of  the 
Washington  Office  of  Latin  America  notes 
a  disturbing  trend  by  “elites,  government 


and  business  types,  and  one  or  more  news¬ 
papers  down  there,  to  say  the  attacks  are  a 
myth,  and  they’re  exaggerated.”  Two  years 
ago,  when  The  Dallas  Morning  News  did  a 
story  on  how  two  Juarez  newspapers  dif¬ 
fered  markedly  in  their  handling  of  the 
womens’  deaths,  one  newspaper  mentioned 
in  the  story,  El  Diario,  sued  the  Morning 
News'  publisher,  Belo  Corp.,  for  libel  and 
business  disparagement  (the  case  is  still 
pending). 

But  Valdez  is  eager  to  point  out,  “The 
greatest  support  has  come  to  me  from  my 
fellow  journalists  around  the  world,  who 
worked  to  keep  this  issue  alive.  They  kept 
calling,  wanting  an  update.  I  feel  my  book 
reflects  the  best  of  the  profession,  because 
sometimes  all  we  can  do  in  an  atrocity  like 
this,  is  expose  it.”  0 


Local  papers  are  on  the  spot 
when  troops  from  nearby  bases 
are  charged  with  war  crimes 


BY  SARAH  WEBER 

For  towns  that  host  military 

bases,  the  war  in  Iraq  hits  home  in  a 
way  that  other  communities  simply 
can’t  comprehend  —  and  many  local  news¬ 
papers  have  adapted  their  coverage  accord¬ 
ingly,  offering  strong  support  for  U.S. 
troops  and  their  families.  But  now  those 
papiers  face  a  daunting  challenge  in  the 
wake  of  disturbing  charges  being  brought 
against  several  soldiers. 

On  June  20,  the  military  announced  it 
was  charging  three  soldiers  from  Company 
C  of  the  101st  Airborne  Division  with  pre¬ 
meditated  murder,  among  other  crimes, 
concerning  the  deaths  of  three  Iraqi  pri.son- 
ers  who  were  in  the  soldiers’  care.  On  June 
21,  a  fourth  member  of  that  unit  was 
charged  in  the  same  incident.  The  101st  is 
based  at  Ft.  Campbell,  Ky.,  which  is  served 
by  The  Leaf-Chronicle  of  Clarksville,  Tenn. 

That  same  day,  seven  Marines  and  one 
Navy  corpsman  were  charged  v^th  murder 
and  kidnapping,  among  other  charges, 
regarding  the  death  of  Hashin  Ibrahim 
Awad,  a  52-year-old  disabled  Iraqi  man. 
The  men  w  ould  later  become  known  as 
the  “Pendleton  Eight,”  in  reference  to  their 


Joe  Snodgrass  holds  a  photo  of  his  son,  who 
is  charged  with  murder  in  Iraq,  outside  Camp 
Pendleton.  Kim  Krauss,  left,  offers  her  support. 

justice,  and  conspiracy.  The  men  were 
alleged  to  have  shot  an  unarmed  Iraqi 
civilian  and  then  to  have  planted  an  AK-47 
next  to  the  body.  The  Patriot-News  in  Har¬ 
risburg,  Pa.,  broke  the  news  of  the  investi¬ 
gations  leading  up  to  the  charges,  and  has 
continued  to  cover  the  story  since. 

On  June  29,  another  allegation  surfaced 
against  the  101st  Airborne,  and  on  July  3, 
the  Army  announced  that  a  recently  dis¬ 
charged  soldier  named  Steven  D.  Green 
was  being  charged  with  raping  and  killing 
a  young  Iraqi  girl  and  three  members  of  her 
family.  A  few  days  later,  five  others  in 
Green’s  unit  also  faced  charges.  Once  again, 
the  Leaf-Chronicle  became  the  “home” 
paper  tasked  with  covering  a  local  story 
that  quickly  gained  national  attention. 

E^P  spoke  to  staff  members  at  the  three 
newspapers.  One  theme  that  seemed  to 


military  base.  Camp  Pendleton,  which  is 
covered  by  the  North  County  (Calif.)  Times. 
Just  weeks  earlier.  Marines  also  based  at 
Camp  Pendleton  became  the  center  of 
an  official  probe  into  the  killing  of  some 
two  dozen  civilians  in  the  Iraqi  hotbed 
of  Haditha. 

Then  on  June  26,  two  Pennsylvania 
National  Guardsmen  were  charged  with 
voluntary  manslaughter,  obstruction  of 
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echo  during  each  inter¬ 
view  was  journalistic  in¬ 
tegrity,  and  its  importance 
while  reporting  on  allega¬ 
tions  against  the  troops. 

The  pressures  that  fall 
upon  these  local  papers 
are  more  nuanced  than 
they  may  seem,  especially 
during  times  of  war. 

Newspapers  are,  after  all, 
a  business,  and  to  ignore 
the  interests  and  opinions 
of  readers  would  be  self- 
defeating.  As  such,  the 
knowledge  of  how  a  wide 
military  audience  may 
react  to  coverage  of 
atrocities  can  affect  the 
decisions  made  in  the 
newsroom. 

“This  is  a  town  of  warriors,”  says  Richard 
Stevens,  the  Leaf-Chronicles  executive  edi¬ 
tor.  “This  is  an  above-average  patriotic  com¬ 
munity  because  of  Ft.  Campbell’s  influence. 
The  101st  has  historically  been  on  the  front 
lines  of  conflicts. ...  Our  news  judgments 
are  based  on  our  audience,  obviously.” 

Stevens  acknowledges  the  difficulties 
such  a  fervently  patriotic  community  may 
present  when  dealing  with  potential  war 
crimes:  “People  tend  to  not  want  to  alienate 
the  military'  community.  There’s  a  natural 
muting.  We  may  not  have  a  vigorous  debate 
with  the  left  because  that’s  the  self-correct¬ 
ing  dynamic  of  the  community,”  he  adds. 
“But  I  think  the  newspaper  is  right  down 
the  middle.  We  try  to  be.” 

Some  readers  have  voiced  their  disap¬ 
proval  of  the  coverage  of  the  accused  in  the 
national  media,  claiming  the  men  are  being 
comicted  in  the  press.  Staffers  at  the  three 
newspapers  reiterated  their  desire  for  the 
facts  to  be  printed,  w'hile  maintaining  the 
rights  of  the  soldiers  to  be  considered  inno¬ 
cent  until  proven  guilty.  And  so  far,  the  re¬ 
sponse  from  the  readers  has  been  mostly 
supportive. 

“We  haven’t  had  a  large  outcry  or  a  large 
e-mail  trail  of  complaints  saying  that  we’re 
tilted  or  out  of  balance,”  says  Stevens.  “We 
tend  to  take  a  veiy’  measured  approach. 

But  we  haven’t  left  stuff  out  just  so  we  won’t 
be  criticized.” 

The  Leaf-Chronicle  also  struck  a  difficult 
balance  w  hen  it  decided  to  print  an  inter- 
v'iew  wfth  a  mother  of  one  of  the  accused 
soldiers.  Stevens  spoke  of  the  slippery  slope 
that  accompanies  testimony  of  loved  ones: 
“[The  mother]  is  making  the  appeal  that, 
‘My  son  couldn’t  do  that.’  You  have  to  be 


careful  with  that  —  mothers  are  going  to 
defend  their  sons.” 

Patriot-News  Rxecutive  Editor  Da\'id 
Newhouse  says  even  greater  sensitivity  than 
usual  is  needed  when  reporting  such  sto¬ 
ries:  “We  really  bend  over  backward  to  re¬ 
port  it  very  straight,  because  we  recognize 
it’s  highly  charged.  We’re  even  more  vigilant 
than  usual  to  verify  the  facts.” 

One  factor  that  has  allowed  these  papers 
to  cover  more  controversial  topics  has  been 
the  foundation  of  trust  that  their  war  cover¬ 
age  has  built  within  their  communities. 

“We  have  a  lot  of  [National]  Guard  in 
Iraq,”  notes  Newhouse,  “and  we  give  a  lot  of 
positive  coverage  in  the  sense  of  talking 
about  what  these  men  and  women  do,  the 
impact  [their  deploj'ment  has]  on  the  fami¬ 
lies.  I  think  we’ve  built  up  that  credibility 
with  our  readers.” 

Though  the  newspapers  agreed  on  their 
intent  to  produce  the  facts  while  still  serv¬ 
ing  their  specific  audience,  some  noted 
fhistration  with  the  elusive  balance  that 
must  be  struck  w  hen  dealing  with  these 
heinous  alleged  crimes. 

“It’s  real  hard,”  admits  Rusty  Harris, 
managing  editor  of  the  North  County 
(Calif.)  Times.  “The  Marines  are  ‘our  guys.’ 
All  the  troops  in  Iraq  are  our  guys  and  gals.” 
But  Harris  also  expressed  discontent  with 
certain  trends  in  the  national  media. 
“There’s  been  a  tendency  to  only  report  the 
‘bomb  a  day’  story,  as  other  people  put  it.” 

Chantal  Escoto,  a  militarv'  reporter  for 
the  Leaf-Chronicle  and  a  former  embed, 
concurs:  “[I’ve  had]  a  lot  of  soldiers  say, 
‘Well,  we  understand  that  you  have  to  write 
about  these  things  that  are  going  on. ...  But 
we  don’t  hear  the  other  side  of  what  people 
are  doing  that  is  gcxxi;  repairing  bridges. 


Marine  Col.  Stewart 
Navarre  speaks  to 
the  media  at  Camp 
Pendleton  after  eight 
soldiers  were  charged 
with  murder. 

building  schools,  that 
sort  of  thing.'” 

Escoto  writes  a 
blog  for  her  newspaper 
titled  “101st  Noteb(X)k,” 
which  has  expressed 
strong  support  for  the 
troops.  She  experi¬ 
enced  the  ire  of  some 
readers  who  felt  she 
misspoke  in  a  column 
that  ran  in  late  June. 

“I  had  said  something 
to  the  effect  of,  ‘The 
war  crimes  are  stacking  up  against  the 
101st,’”  she  recalled. 

Mark  Walker,  a  veteran  reporter  who 
writes  for  the  Noiih  County  Times,  is  can¬ 
did  when  asked  about  the  potential  fallout 
newspapers  face  when  dealing  with  such 
controversial  charges  while  serving  a  mili- 
taiy  communify.  He  denies  that  the  alleged 
war  crimes  were  any  harder  to  report  than 
the  usual  stories:  “You  just  need  to  make 
sure  you  know  the  ins  and  outs  of  the 
military  justice  system.” 

He  adds  that  it  was  hyperbolic  to  claim 
the  men  were  being  tried  in  the  media: 
“When  people  say,  ‘They’re  being  conv'icted 
in  the  press,  it’s  all  political’,  I  say,  ‘What  do 
you  mean  by  ‘competed  in  the  press’?  What 
do  you  mean  by  ‘it’s  all  political’?  You  have 
to  look  back  and  say,  ‘Why  did  [the  mili- 
taiy]  put  these  guys  in  custody  so  early  if 
these  charges  couldn’t  be  substantiated?’” 

Walker  is  equally  blunt  w-ith  regard  to 
conspiracy  theorists  who  claim  the  press 
is  plaj’ing  politics  by  reporting  all  of  these 
alleged  atrocities  at  once:  “I  just  don’t  think 
it’s  true.  There  have  been  incidents  over 
alleged  war  crimes  from  2003  to  date.” 

As  the  nation  awaits  the  results  of  these 
various  investigations,  the  local  newspapers 
are  continuing  to  grapple  with  balancing 
factual  coverage  with  consideration  for 
their  audiences.  The  dual  role  of  patriot  and 
reporter  may  provoke  controversy  in  such  a 
polarized  political  environment,  but  Walker 
was  clear  in  his  ambition  to  rise  above  such 
pigeonholing.  “The  greatest  patriotism,”  he 
says,  is  for  the  press  “to  continue  to  report 
what  it  knows  and  hears  in  a  responsible 
way.  [The]  reporting  of  alleged  war  crimes 
in  Iraq  has  nothing  to  do  with  patriotism. 
It’s  reporting.”  0 
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Editorial  page  chiefs 
no  longer  get  bored 

BY  JOE  STRUPP  publisher,  credits  Collins  witl 

WHEN  Gail  Collins  became  managing  a  job  that  has  grov 

editorial  page  editor  of  The  New  well  beyond  what  the  editors 
York  Times  five  years  ago,  life  in  fore  her  had  to  tackle.  “She  is 


BY  JOE  STRUPP 

WHEN  Gail  Collins  became 

editorial  page  editor  of  The  New 
York  Times  five  years  ago,  life  in 
the  pre-9/11  world  of  newspapers  —  before 
the  blog-and-video  revolution  —  made 
managing  the  editorial  pages  easier.  “It  was 
a  quiet  time,  it  was  boring,”  Collins  recalls 
about  her  August  2001  ascension  to  the  top 
job.  “I  thought  I  had  a  knack  for  making 
boring  stuff  interesting.  And  the  job  then 
was  producing  just  two  opinion  pages  seven 
days  a  week.” 

But  soon  after,  two  things  happened  that 
would  make  the  jobs  of  all  opinion-page 
leaders  change  forever.  First,  the  Sept.  11  at¬ 
tacks  slapped  newspapers  in  the  face  with  a 
hard  dose  of  serious  news  and  opinion  that 
has  only  increased  since.  Then,  in  the  years 
that  followed,  the  Internet  explosion 
dumped  a  brand-new  load  of  responsibili¬ 
ties  and  headaches  on  those  who  shepherd 
the  editorial  and  Op-Ed  choices  —  from 
massive  increases  in  e-mail  to  new  de¬ 
mands  for  monitoring  blogs  and  Web  sites, 
most  of  which  did  not  exist  five  years  ago. 

“The  job  becomes  a  lot 
more  of  a  management 


■  JOE  OGLESBY/r/76  Miami  Herald 


job  and  less  of  an  editing  job,”  says  Collins, 
who  now  oversees  an  extra  Sunday  editorial 
page,  five  weekly  regional  pages,  as  well  as  a 
slew  of  online  features  —  among  them  the 
paid  TimesSelect  services.  “The  job  then 
was  largely  about  getting  editorials  togeth¬ 
er.  In  the  course  of  a  day  now,  you  spend 
less  time  working  on  that.  You  rely  a  lot 
more  on  the  editorial  board  members.” 

Arthur  Sulzberger  Jr.,  the  papers 


publisher,  credits  Collins  with 
managing  a  job  that  has  grown 
well  beyond  what  the  editors  be¬ 
fore  her  had  to  tackle.  “She  is  the 
one  who  has  made  it  a  success,” 
he  tells  Ee^P.  “I  am  taken  by  the 
remarkable  growth  in  what  the 
editorial  page  does  now.” 

Collins  is  far  from  alone. 

Several  editorial  page 
editors,  each  of  whom 
has  been  on  the  job  for 
at  least  five  years,  said 
the  demands  and  oppor¬ 
tunities  have  increased 
dramatically.  “People  are 
writing  more.  I  could 
spend  my  entire  day 
reading  and  responding 
to  e-mail,”  said  Ron 
Dzwonkowski,  editorial 
page  editor  for  the 
Detroit  Free  Press,  who 
said  his  mail  has  tripled 
since  he  began  in  1998. 

Susan  Albright, 

editorial  page  editor  of  9^'*  ^ 

,  „  dramatically  lately 

the  Minneapolis  Star- 

Tribune,  agrees,  noting  she  receives  about 
300  e-mails  daily,  twice  the  volume  she  was 
getting  three  years  ago.  She  notes  these 
letters  are  at  least  easier  to  get  into  print 
since  she  doesn’t  have  to  re-type  them. 

This  avalanche  of  electronic  feedback 
means  more  work  —  as  well  as  a  sharper 
sense  of  reader  outrage,  according  to  edi¬ 
tors.  “I  think  there  are  new  expectations  in 
the  public,”  says  Albright.  “People  write  to 
me  personally,  they  take  issue  with  me 
specifically,  and  they  w’ant  to  carry  on  a 
relationship  with  me  by  e-mail.  There  is  an 
expectation  that  if  they  send  out  an  e-mail, 
they  expect  you  to  converse  with  them.” 

Collins  agrees.  “You  get  a  lot  of  really 
nasty,  mean,  vindictive  mail,”  she  says.  “If 
those  people  had  to  sit  down,  put  pen  to 
paper,  fold  it,  stamp  it  and  put  it  in  the 
mailbox  they  wouldn’t  be  writing.” 

The  rise  of  blogs  and  alternative  Web 


Gail  Collins  and  Ron  Dzwonkowski  have  seen  their  jobs  change 
dramatically  lately  at  The  New  York  Times  and  Detroit  Free  Press. 

receives  about  sites,  both  liberal  and  conservative,  forces 
!  volume  she  was  editorial  page  editors  to  pay  attention  to  a 

I  notes  these  whole  new  world  of  news  and  opinion.  Says 

get  into  print  Chris  Satullo,  editorial  page  editor  of  The 
-type  them.  Philadelphia  Inquirer  since  2000;  “People 

nic  feedback  used  to  agree  that  facts  were  present  in  a 

II  as  a  sharper  discussion.  Now  you  get  into  these  ‘fact 
rording  to  edi-  wars’  with  people.” 

expectations  in  Dzwonkowski  notes  the  Web’s  success  in 
People  write  to  spreading  his  paper’s  opinions  worldwide, 
ue  with  me  drawing  much  more  reaction  to  editorials. 

:o  carry  on  a  Albright  says  that  she  often  gets  more 

nail.  There  is  an  angr>’  e-mail  and  letters  from  outside  of  her 
d  out  an  e-mail,  circulation  area:  “We  get  a  lot  more  from 
with  them.”  people  who  don’t  read  the  paper  or  even 

,  lot  of  really  live  in  our  state.  People  say  they  saw  the 

1,”  she  says.  “If  clip  on  a  blog.” 

n,  put  pen  to  Joe  Oglesby,  editorial  page  editor  of  The 

put  it  in  the  Miami  Herald  for  the  past  five  years,  says 

Titing.”  more  attention  has  to  be  paid  to  having 

mative  Web  correct  information  in  editorials  and 
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columns  because  the  online  audience  is  so 
vast.  “There  is  so  much  more  availability 
and  access  to  information  and  opinion,” 
he  sa\’s.  “What  we  have  on  this  page  has  to 
be  specific  and  unique.”  Oglesby  admits 
that  more  local  issues  have  become  the 
subject  of  editorials,  since  there’s  so  much 
competition  of  opinion  on  broader  national 
and  international  stories. 

Then  there  are  the  numerous  new  online 
outlets  for  the  opinion-minders,  such  as 
blogs,  reader  forums,  and  Web-only  col¬ 
umn  space  for  editorial  pages.  Online  chats 
and  blogs  provide  readers  “a  window  into 
how  editorial  board  members  make  deci¬ 
sions,”  says  Keven  Ann  Willey,  \T/editorial 
page  editor  of  The  Dallas  Morning  News, 
which  has  had  editorial  board  member 
blogs  since  2003  and  has  several  board 
member  online  chats  each  month.  “It  has 
made  our  editorial  fresher,  better  thought- 
out,  and  more  representative.”  But,  she 
adds,  it  is  also  “a 
tremendous  exertion 
of  energy  and  effort.” 


Photo  of  the  Month 


PATRICK  BAZ,  AFP/GETTY  IMAGES,  JULY  13 


—  KEVEN  ANN 

WUn/The  Dallas  Morning  News 


In  addition,  a  growing  number  of 
papers,  including  the  Detroit  Free  Press, 
Dallas  Morning  News,  and  Miami  Herald, 
are  starting  to  put  audio  or  video  of  certain 
editorial  board  meetings  online.  And  at  the 
Star-Tribune,  editorial  page  staffers  are 
beginning  to  shoot  video  and  record  audio 
of  reader  opinions  in  a  man-on-the-street 
type  approach  that  will  become  a  regular 
Web  feature. 

“It  is  a  whole  different  way  of  thinking,” 
says  Albright.  For  a  July  package  on  Min¬ 
nesota’s  water  pollution  problem,  the  news¬ 
paper  conducted  interviews  with  fishermen 
and  water  experts  “in  this  experimental 
mode,”  she  explains.  “It  creates  a  whole  new 
dynamic  for  [editorial]  people  who  are 
used  to  sitting  and  writing  statements.” 

Dzwonkowski  in  Detroit  admits  there’s  a 
danger  that  all  of  these  added  options  can 
take  time  away  from  researching  and  craft¬ 
ing  a  simple,  explanatorv'  opinion:  “It 
makes  it  much  more  difficult  to  get  to  the 
journ£Jism  depth  required  to  write  a  really 
thoughtful  editorial.”  H 


Few  IMAGES  COULD  BETTER  CAPTURE  THE  STATE  OF 

affairs  in  Baghdad  today,  as  the  camera  catches  an  Iraqi 
groom,  his  bride,  and  her  sister  braving  the  violence  as 
they  arrive  for  a  wedding  at  a  Baghdad  hotel  —  under  armed 
guard.  An  added  twist:  They  are  Christians,  among  the 
800,000  of  that  faith  still  in  Iraq.  Chaldean  Catholics  form  the 
largest  community  there,  but  many  who  can  afford  to  do  so 
have  fled  the  country  since  the  2003  invasion.  —  Greg  Mitchell 


Gray  Lady  down:  ‘NYT’  to  shrink 


BY  GREG  MITCHELL 

The  latest  newspaper  to  join 

the  “small-is-beautiful”  movement 
is  The  New  York  Times,  which 
announced  on  July  18  that  its  newly 
narrower  size  will  mean  a  loss  of  5%  of 
the  space  the  paper  devotes  to  news, 
starting  in  April  2008. 

USA  Today,  the  Los  Angeles  Times, 
and  The  Washington  Post  have  already 
trimmed  their  broadsheet  dimensions, 
and  The  Wall  Street  Journal  is  following 
suit.  New  York  Times  Executive  Editor 
Bill  Keller  said  the  shrinkage  would 
amount  to  an  approximate  11%  cut  in 
newshole,  but  that  pages  will  be  added 


to  soften  the  blow  somewhat. 

‘“It’s  painful  to  watch  an  industry  re¬ 
trench,”  Keller  said  in  a  statement.  “But 
this  is  a  much  less  painful  way  to  go  about 
assuring  our  economic  survival  than 
cutting  staff  or  closing  foreign  bureaus  or 
retrenching  our  investigative  reporting  or 
diluting  the  Washington  bureau.”  He  also 
called  the  new  look  more  “reader-friendly.” 

The  change  from  54-inch  web  to  48- 
inch  will  begin  when  the  paper’s  new  high¬ 
speed  press  is  ready  to  roll  next  year,  as  the 
New  York  Times  Co.  consolidates  its  print¬ 
ing  into  a  single  plant  located  in  College 
Point,  Queens.  As  a  result,  250  jobs  will 
be  eliminated.  ® 
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Florida  gets  ready 
for  coming  storms 

After  two  brutal  hurricane  seasons,  papers  in  the  Sunshine  State 
band  together  to  help  each  other  when  the  next  one  hits 


Kelly  Benson  of 
the  Orlando  Sentinel 


BY  MARK  FITZGERALD 

UNTIL  RECENTLY,  DURING  THE  TWO 
or  three  decades  that  turned  out 
to  be  an  unusually  quiet  period 
for  hurricanes,  many  Florida  newspapers 
followed  a  pretty  simple  plan  when  it 
came  to  approaching  storms.  “It  was  just, 
‘Oh,  call  Orlando,  and  they’ll  print  every¬ 
thing  you  need,’”  recalls  Kelly  Benson, 
vice  president  of  operations  for  the 
Orlando  Sentinel. 

But  that  was  before  Hurricanes 
Charley,  Frances,  and  Jeanne  stormed 

ashore  in  2004  and 
made  their  destruc¬ 
tive  beelines  toward 
Orlando  in  the 
center  of  the  state. 

As  it  happened, 
just  before  the  start 
of  hurricane  season 
the  Sentinel  had 
organized  the  first 
joint  disaster  pre¬ 
paredness  meeting  of  Florida  newspapers 
in  May  of  2004.  “We  invited  nine,  and  12 
showed  up,”  recalls  Benson. 

Chastened  by  those  storms  and  what 
followed  last  year  —  and  alarmed  at  fore¬ 
casts  of  another  dangerous  hurricane  sea¬ 
son  —  this  year’s  meeting  of  the  Florida 
Newspapers  Business  Continuity  Group 
attracted  18  papers,  from  Miami  in  the 
south  to  Tallahassee  in  the  Panhandle. 
These  Florida  papers  know  what’s  at 
stake:  Hurricane  Frances,  for  instance, 
lashed  E.W.  Scripps  Co.’s  Treasure  Coast 
papers  twice,  smashing  down  part  of  the 
wall  of  a  brand-new  production  center 
in  St.  Lucie,  and  ripping  the  roof  off  an 
elevated  walkway  between  the  production 
and  business  offices  in  Stuart. 

Hurricane  preparedness  has  become 
a  serious  and  increasingly  sophisticated 
business  for  Florida  papers.  This  year, 
the  group  launched  a  Web  site,  www.flori- 
danewspapersbcg.com,  which  lays  out 
in  detail  what  newspapers  can  and  can’t 


offer  papers  that  need  help  when  a  hurri¬ 
cane  strikes.  “As  we  got  into  the  planning, 
there  was  a  lot  more  detail  we  found  we 
needed,  and  the  amount  of  paper  you  had 
to  juggle  as  you’re  trying  to  figure  out, 
‘What  can  we  do  for  them,  or  they  can  do 
for  us?’”  Benson  says. 

The  Web  site  is  hosted  by  the  Sentinel, 
with  each  newspaper  responsible  for 
administering  its  owm  production  and 
business  content.  To  speed  production, 
the  site  also  allows  papers  to  send  folders 
of  page  files  rather  than  separate  pages 
for  printing. 

In  addition  to  such  production  parame¬ 
ters  as  color-positioning  capabilities  and 


At  left,  Sun-Sentinel  Publisher  Bob  Gremillion’s 
office  after  Wilma  hit.  Above,  three  staffers 
(Chrissy  ZirngibI,  left,  Andrea  Vigil,  and  Amy 
Beth  Bennett)  scramble  to  get  the  paper  out. 

FTP  (file  transfer  protocol)  site  log-ins, 
the  Web  site  also  includes  emergency 
contacts  at  the  papers.  Phone  numbers 
for  local  police  and  disaster  authorities 
are  also  listed.  “You  don’t  want  to  show 
up  at  Orlando  with  a  load  of  papers, 
and  find  out  you  can’t  go  through,” 

Benson  notes. 

The  Web  site  also  allow  s  the  group  to 
share  the  load  w’hen  helping  a  paper  hit 
by  disaster.  More  newspapers  than  ever 
will  now  split  up  the  press  run  for  a  crip¬ 
pled  paper.  “This  is  something  all  papers 
should  be  looking  at,”  adds  Benson,  “be¬ 
cause  it’s  not  just  for  hurricanes.  This  can 
help  with  any  kind  of  natural  disaster.”  ® 


Valassis  goes ‘postal,' picks  up  ADVO 


BY  JENNIFER  SABA 

VALASSIS  FINALLY  PUT  TO  REST 

years  of  rumors  and  speculation 
when  it  agreed  to  acquire  ADVO 
for  approximately  $1.3  billion  on  July  6. 

Since  the  announcement,  executives  at 
both  companies  have  been  busy  selling 
the  marriage  as  one  of  love  rather  than 
convenience.  “Since  I  took  over  as  CEO 
eight  years  ago,”  said  Valassis  chief  A1 
Schultz  during  a  mid-July  conference  call, 
“I  have  believed  that  a  Valassis/ADVO 
combination  was  compelling.” 


Management  at  Valassis,  the  company 
known  for  producing  and  distributing 
free-standing  inserts  in  newspapers,  and 
ADVO,  a  direct-mail  company  and  tough 
competitor  for  the  newspaper  industry, 
maintains  the  combination  will  give  ad¬ 
vertisers  more  options.  The  combined 
company  —  the  deal  is  scheduled  to  close 
in  late  October  —  will  serve  20,000 
global  advertisers,  including  94  of  the  top 
100  in  the  United  States. 

Of  course,  the  fact  that  advertisers  will 
have  more  choices  has  raised  some  eve- 
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agency.  The  company  also  provides  sam¬ 
pling  and  polybagging  programs.  Valassis 
works  with  13,000  newspapers  with 
billings  north  of  $300  million. 

Valassis  Vice  President  of  Strategic 
Sourcing  Bill  Blackmer  assures  E&P, 
“There  may  be  some  perception  that  we 
are  going  to  abandon  the  newspapers. 
This  is  nothing  further  from  the  truth. 
Let’s  remember,  80%  of  [our]  revenue  is 
derived  from  newspapers.  We  are  just  not 
going  to  throw  that  away.” 

Schultz  says  the  real  issue  at  hand  is  the 
decline  of  newspaper  circulation.  By  ac¬ 
quiring  ADVO,  Valassis  is  mitigating  its 
risk  by  branching  out  into  other  forms  of 
media.  “Home-delivered  newspaper  sub¬ 
scribers  are  really  the  gold  standard  in 
what  customers  are  looking  for.  With  cir¬ 


culation  somewhat  under  attack,”  he  ac¬ 
knowledges,  “we  need  to  make  sure  we 
put  ourselves  in  a  position  where  we  can 
deliver  the  penetration  level  our  cus¬ 
tomers  need,  regardless  of  distribution 
method.” 

Schultz  explains  that  home-delivered 
newspaper  subscribers,  with  a  non-sub¬ 
scriber,  shared-mail  program,  is  a  “win” 
for  everyone.  It  will  allow  Valassis  to  go 
after  more  marketing  and  advertising  dol¬ 
lars,  he  says,  and,  “I  would  be  totally 
shocked  if  a  newspaper  wanted  to  stop 
distributing  any  of  our  content.  We  are  in 
an  environment  where  newspapers  are 
struggling  to  maintain  circulation  levels. 
For  a  newspaper  to  tell  us  they  don’t  want 
to  distribute  FSIs  anymore  would  be 
equivalent  to  partial  suicide.”  1 


brows  about  the  impending  union.  The 
fear  is  that  Valassis  will  start  steering  its 
clients  to  use  direct  mail  rather  than  to 
newspapers. 

That  concern  was  voiced  by  newspaper 
management  during  quarterly  conference 
calls  that  took  place  a  week  after  the  deal 
was  announced.  McClatchy  CEO  Gary 
Pruitt  called  the  deal  a  “warning  sign”  for 
the  industry,  and  added,  “ADVO  obviously 
is  a  distribution  company,  and  that  gives 
Valassis  new  options.” 

Other  newspaper  executives  are  sitting 
back  to  watch  Valassis’  next  move.  At 


Internet  integration 


BY  JENNIFER  SABA 

WHEN  McClatchy  closed  the 
deal  on  the  Knight  Bidder 
acquisition  in  late  June,  it  not 
only  got  20  papers,  but  also  inherited 
Knight  Bidder  Digital  (KBD),  a  wholly 
owned  subsidiary  of  Knight  Bidder.  But 
executives  have  their  work  lined  up  for 
them  in  coming  months.  Perhaps  the 
toughest,  and  arguably  the  most  impor¬ 
tant,  part  of  the  whole  integration  process 
involves  McClatchy  folding  Knight  Bid¬ 
der’s  Internet  operations  into  its  own. 

Structurally,  the  two  companies  couldn’t 
be  more  different.  McClatchy  Interactive, 
headquartered  in  a  ^  ^|||||||||' 

duces  the  publishing  fcjfy 
tools,  and  hosts  and 

there,  it’s  up  to  each 

individual  paper  to 

shape  the  look  and  feel  = 

of  the  Web  site.  “We 

actually  put  fences  out 

there  and  say,  work  within  the  fences,”  says 

Fraser  Van  Asch,  McClatchy  Interactive’s 

executive  vice  president  and  general  man- 


S.  Scott  Harding,  CEO  of  ADVO,  has  now 
given  Valassis  “new  options”  in  going  forward. 

Gannett,  Executive  Vice  President/CFO 
Gracia  Martore  said  during  a  2Q  results 
call  that  the  audience  base  of  the  two 
companies  makes  for  a  nice  match.  And 
Gannett’s  not  wringing  its  hands  over 
ADVO’s  acquisition  just  yet.  Martore 
stressed  during  the  call  that  “The  audi¬ 
ences  we  provide  to  Valassis  are  uniquely 
important.”  ADVO  has  alliances  with  28 
papers. 

Still,  analysts  are  not  thrilled  about  this 
new  union.  “We  are  not  yet  fully  comfort¬ 
able  that  buying  ADVO  won’t  upset  some 
of  Valassis’  newspaper  partners,  which 
could  ‘de-activate’  themselves  from  Valas¬ 
sis’  network  and  work  exclusively  with 
News  America,”  wrote  Deutsche  Bank  an¬ 
alyst  Paul  Ginocchio.  News  America, 
Valassis’  main  competitor,  has  been  cut¬ 
ting  its  prices,  making  it  a  cheaper  option. 

The  consumer  packaged-goods  indus¬ 
try  is  a  sizable  client  of  Valassis,  repre¬ 
senting  about  43%  of  its  revenues.  These 
clients  pay  Valassis  to  produce  and  dis¬ 
tribute  FSIs,  and  Valassis,  in  turn,  places 
them  in  newspapers  acting  as  a  media 


a  The  old  and  the  new: 

McClatchy  Interactive  Exec. 
VP/GM  Fraser  Van  Asch, 
top,  and  KR  Digital’s 
headquarters  m  San  Jose 

ager.  “People  come  back 
and  say  they  want  to 
work  a  bit  farther  out, 
and  we  talk  about  it.” 
Until  recently,  KBD  was  highly  central¬ 
ized.  Based  in  San  Jose,  Calif,  KBD  had 
each  paper  adhere  to  a  template.  Many  at 
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the  newspapers  complained  the  uniform 
look  was  too  cookie-cutter,  and  lacked  the 
flexibility  to  cater  to  local  idiosyncrasies. 
Knight  Kidder’s  bigger  papers  had  KRD 
general  managers  on  site,  but  they  report¬ 
ed  back  to  San  Jose. 

“Knight  Kidder  had  some  compelling 
reasons  for  creating  a  platform  across 
markets,”  says  Kick  Thames,  editor  of 
The  Charlotte  Observer,  a  former  KK 
paper  now  owned  by  McClatchy.  “I  think 
we  are  going  to  see  a  bit  more  freedom  at 
each  location,”  he  adds,  saying  that’s  a 
healthy  thing:  “People  on  the  ground  here 
have  the  best  understanding  of  how  to 
design  a  Web  site  in  our  marketplace.” 

KKD  took  the  top-down  approach 
because  it  made  it  easier  to  sell  national 
advertising.  Plus,  the  Real  Cities  network, 
which  welcomed  newspapers  outside  of 
Knight  Kidder,  is  considered  an  impor¬ 
tant  part  of  KRD.  “We  love  Real  Cities,” 
Van  Asch  says.  “It’s  something  we  really 
want  to  expand.  It’s  good  for  the  industry, 
where  a  lot  of  people  don’t  have  band¬ 
width.”  McClatchy  intends  to  keep  Real 
Cities  alive  and  humming,  and  has  plans 
to  grow  the  network  beyond  the  125 


newspapers  current¬ 
ly  on  the  site. 

“Our  intention,” 
says  Christian 
Hendricks,  vice  pres¬ 
ident  of  Interactive 
Media  at  McClatchy, 
“is  to  do  what  those 
businesses  have  done 
all  along,  and  take 
the  best  of  both  sides 
and  combine  them  into  one  company.” 
Former  Knight  Kidder  papers  will  get  to 
control  more  of  the  look  and  feel  of  their 
Web  sites.  But  “It  won’t  be  a  free-for-all,” 
he  says,  “because  they  do  have  national 
advertising  associated  with  it.  We  don’t 
simply  want  to  walk  away  from  the 
revenue  streams  associated  with  it.” 

First  on  the  list  is  for  McClatchy  to 
work  with  the  12  former  Knight  Kidder 
papers  that  have  been  sold  to  different 
owners.  Hendricks  explains  they  have 
different  contracts  with  each  of  the  papers 
for  a  period  of  time  somewhere  in  the 
ballpark  of  15  months  to  keep  them  on 
the  current  platform.  “That’s  an  enor¬ 
mous  task  itself,”  he  says  about  moving 


the  12  papers  off  the  KR  platform.  “I 
would  couch  this  as  the  most  complex  in¬ 
tegration  in  the  history  of  the  newspaper 
interactive  space.” 

Overall,  Hendricks  is  aiming  for  a 
24-month  time  frame  to  get  everything 
squared  with  KRD,  w  hich  includes  other 
subsidiaries  like  CareerBuilder  (jointly 
owned  by  Tribune,  Gannett,  and  Knight 
Kidder)  and  Classified  Ventures.  At  press 
time,  Gannett  and  Tribune,  which  have 
first  right  of  refusal  over  Knight  Kidder’s 
one-third  stake  of  CareerBuilder,  had  not 
made  any  decisions. 

Ken  Doctor,  a  lead  analyst  with  re¬ 
search  firm  Outsell  (and  a  former  KRD 
vice  president),  believes  that  so  far,  no 
newspaper  company  has  really  hit  on  the 
magic  digital  formula.  “The  whole  nation¬ 
al/local  equation  over  10  years  has  been 
really  hard  for  everyone  to  get  right,” 
he  says.  “The  biggest  dilemma  is  [Mc¬ 
Clatchy]  has  to  do  two  things  at  once. 
They  have  got  to  integrate  Knight  Kidder 
sites  into  one  network ...  and  they  have  to 
improve  their  own  national  platform.  It’s 
like  running  and  dancing  at  the  same 
time.”  Ill 


McClatchy  VP 
Christian  Hendricks 
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Flexibility  Meet 

TITAN 

c:::3i60 

The  Titan  G60  inserting  system’s  oval  design 
allows  configurations  of  8  on  up  to  62  hoppers 
and  has  these  remarkable  features: 

Cycle  speed  up  to  50,000  cph-  double  production 

Streamline  MSL  hopper  design 

Expandable  in  4-hopper  increments 

Utilizes  proven  Sbaft/ess  technology  on  hoppers  and  opener  brush 

Tubular  frame  structure  with  integral  vacuum  supply 

Dual  rotor  drive  (each  end) 

Reduced  machine  noise 
Quick  installation 

Single  or  dual  delivery  configuration 

Dual  Pocket  opens  quarter-fold  or  broadsheet  with  same  pocket. 

MIRACOM 
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and  Better  Newspaper 
Editorial  contests,  in¬ 
cluding  10  first-place 
awards,  the  top  advertis¬ 
ing  sweepstakes  award, 
and  third  place  for  edito¬ 
rial  general  excellence. 


New  York  Daily  News 
Washington  Bureau 
Chief  Thomas  M. 
DeFrank  has  received 
the  Gerald  R.  Ford  Prize 
for  Distinguished  Report¬ 
ing  on  the  Presidency. 


•ASSOCIATIONS' 

Fernandina  Beach  News- 
Leader  Publisher  Foy 
Maloy  has  been  elected 
chairman  of  the  Florida 
Press  Association.  ‘  ' 


•AWARDS- 

The  Courier  in  Russel¬ 
lville  won  34  awards 
in  the  Arkansas  Press 
Association’s  Better 
Newspaper  Advertising 


Marshall  Day,  editor 
and  publisher  of  The 
Gatesville  (Texas) 
Messenger,  was  elected 
president  of  Texas  Press 
Association  during  its 
summer  convention. 


UEOPLE 

BY  SHAWN  MOYNIHAN  NEWSPEOPLE@  EDITORANDPUBLISHER.COM 


of  entertainment  advertising  at  the  Los 
Angeles  Times.  She  has  served  as  vice 
president  and  associate  publisher  of  The 
Hollywood  Reporter  for  the  past  15  years. 


COLORADO 

Albert  Manzi  has  been  appointed  publisher 
of  the  Daily  Camera  in  Boulder  and  CEO 
of  the  regional  newspaper  chain  Prairie 
Mountain.  Manzi  most  recently  served 
as  president  and  publisher  of  the  Daily 
Herald  in  Provo,  Utah. 


Jeff  Thomas  has  been  named  editor  and 
vice  president  of  The  Gazette  in  Colorado 
Springs.  Thomas  has  been  managing 
editor  since  December  2001. 


Tom  Fasano  has  been  named  editor  of  the 
Windsor  Tribune  in  Greeley.  Fasano  has 
been  a  reporter  for  the  Tribune  since 
2004.  He  succeeds  JuliO  Piotraschko. 


CONNECTICUT 
Stephen  D.  Carver  has  been  appointed  com¬ 
pany  president  of  The  Hartford  Courant. 
He  will  succeed  Jack  Davis  as  CEO  and 
publisher  at  the  end  of  2006.  Carver  most 
recently  was  VP  and  general  manager  of 
Tribune  Co.’s  WATL-TV  in  Atlanta. 


DISTRICT  OF  COLUMBIA 
Marilyn  W.  Thompson  has  joined  the  Los 
Angeles  Times  as  its  national  investigative 
editor,  and  will  be  b2ised  in  the  Washing¬ 
ton  bureau.  Thompson  has  served  as 
editor  of  the  Lexington  (Ky.)  Herald- 
Leader  since  2004. 


NEW  YORK 

Carla  Anne 
Robbins 

has  been  named 
assistant  editori¬ 
al  page  editor 
for  The  New  York  Times.  She 
has  worked  for  The  Wall  Street 
Journal  as  a  reporter  and 
news  editor  since  1993. 


Wiiliam  H.  Fleet 

William  H.  Fleet  has  been  appointed 
publisher  of  The  Bradenton  (Fla.) 
Herald.  Since  2004  he  has  been  group 
publisher  for  Times  Community  News, 
overseeing  five  Los  Angeles  Tzmes-owned 
community  papers.  Before  that,  Fleet, 
Jk  48,  spent  almost  two  decades  as  publish- 

"  er  of  several  Southern  California  newspa¬ 

pers.  He  served  as  publisher  of  Los  Angeles  Independent 
Newspapers  from  198t  to  1993,  and  from  1993  to  2001  he 
was  publisher  of  The  Signal  in  Santa  Clarita.  From  2001 
to  2003,  he  was  publisher  of  the  Santa  Barbara  News-Press. 


ALABAMA 

J.D.  Davidson  has  been  named  editor  and 
publisher  at  The  Times-Joumal  in  Fort 
Payne.  He  is  promoted  from  managing 
editor.  Davidson  replaces  Ben  Shurett, 
who  is  leaving  to  become  publisher  of  the 
Sand  Moun  tain  Reporter  in  Albertville. 


ARKANSAS 

Jim  Perry  has  been  named  Arkansas  Group 
Publisher  for  Horizon  Publications,  Inc. 
Perry  was  publisher  of  The  Daily  Commer¬ 
cial  in  Leesburg,  Fla.,  from  1995  to  2004. 


CALIFORNIA 
Margaret  Randazzo  has  been  appointed 
president  and  publisher  of  The  Modesto 
Bee,  and  will  also  oversee  the  Merced 
Sun-Star.  Randazzo  most  recently  was  a 
special  assistant  to  three  Knight  Ridder 


Steve  O’Sullivan  has  been  named  executive 
editor  of  the  San  Gabriel  Valley  Newspa¬ 
per  Group.  O’Sullivan  has  served  as 
general  manager  of  the  Inland  Valley 
Daily  Bulletin  in  Ontario  since  2004. 


Meredith  Ann  White  is  the  new  deputy 
managing  editor  for  features  at  the  San 
Francisco  Chronicle.  White  spent  16  years 
as  a  producer  for  ABC  News. 


Lynne  Segall  has  been  appointed  to  the 
newly  created  position  of  vice  president 


senior  executives  in  San  Jose  with  over¬ 


sight  of  the  operations  of  the  company’s 
32  daily  newspapers  and  Knight  Ridder 
Digital.  She  replaces  Lynn  Dickerson,  who 
has  been  appointed  vice  president  of 
operations  for  the  McClatchy  Co. 
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Michael  Parman 

6l,  Died  July  2 
FORMER  PUBLISHER,  THE  PRESS 
DEMOCRAT,  SANTA  ROSA.  CALIF. 

WHEN  Michael  J. 

Parman  retired 
in  December  as  publish¬ 
er  of  The  Press  Democrat 
in  Santa  Rosa  Calif.,  it 
marked  the  end  of  a  45- 
year  career  driven  by  his 
personal  commitment 
to  maintain  quality  and 
stability  at  his  newspa¬ 
per.  Parman  died  after  a 
14-month  battle  with 
pancreatic  cancer,  which 
he  detailed  in  an  online 
journal. 

During  his  14  years 
at  the  helm,  the  Press 
Democrat  won  a  Pulitzer 
Prize  for  photography  in 
1997,  and  earned  a  Polk 
Award  in  2004  for  a 
series  on  the  monetary 


and  personal  effects  of 
lost  local  jobs.  Parman 
was  appointed  executive 
editor  of  the  paper  in 
1985  after  working  as  an 
editor  at  The  SacramcTito 
(Calif.)  Bee.  He  was 
named  publisher  in  1991- 


Stereotypers  Union, 
which  represented 
platemakers.  This  proved 
to  be  the  beginning  of  a 
lifelong  devotion  to  the 
unionized  members  of 
the  newspaper  industry, 
and  a  personal  mission 
to  protect  as  many  jobs 
as  he  could. 

He  left  the  pressroom 
of  the  Daily  News  per¬ 
manently  by  1962,  and 
began  dedicating  himself 
exclusively  to  labor-relat¬ 
ed  issues.  In  1980  DeVito 
was  appointed  vice  presi¬ 
dent  of  the  International 
Printing  &  Graphic 
Communications  Union. 
Under  his  guidance, 
the  union  successfully 
merged  with  the  Graphic 
Communications  Inter¬ 
national  Union  soon 
afterward. 


Guy  DeVito 

80,  Died  June  9 
VICE  PRESIDENT.  INTERNATIONAL 
PRINTING  &  GRAPHIC 
COMMUNICATIONS  UNION 


Guy  DeVito’s  ca- 
reer  in  the  newspa¬ 
per  industry  began  in 
1947,  when  he  returned 
to  his  hometown  of 
Chicago  after  fighting  in 
World  War  II  as  a  gun¬ 
ner  on  a  B-17  bomber. 

DeVito  worked  at  the 
Chicago  Daily  News’ 
pressroom  and  later 
became  an  officer  of  the 


<<Corzen  Indicators  helped 
me  increase  revenue  and 
market  share. 


Media  Inc.’s  Community  Newspaper 
Group.  Benjamin  was  deputy  editorial 
page  editor  of  The  Sun  in  Baltimore. 
He  succeeds  Jack  Murphy,  who  has  been 
named  executive  director  of  the  Mary- 
land-Delaware-D.C.  Press  Association. 


F  1. 0  R  I  D  A 

Anna  Maria  Della  Costa  has  been  named 
sports  editor  of  The  Ledger  in  Lakeland. 
Della  Costa  most  recently  was  a  reporter 
for  the  Sarasota  Herald-Tribune. 


I  got  promoted! 


GEORGIA 

Lucy  Talley  has  been  appointed  vice  presi¬ 
dent/newspapers  for  Morris  Publishing 
Group  in  Augusta.  Talley  has  served  as 
president  and  publisher  of  The  Salisbury 
(N.C.)  Post  since  2004. 


Corzen  measures  classified  advertising 
in  competing  local  Web  sites.  We  can 
tell  you  which  of  your  advertisers  are 
now  using  your  online  competitors  in 
Recruitment,  Auto  &  Real  Estate. 


M  I  N  N  E  S  O  T  A 

Jamie  Flaws  has  been  appointed  executive 
sales  director  of  classified  advertising  at 
the  Star  Tribune  in  Minneapolis.  She 
most  recently  led  new-product  develop¬ 
ment  initiatives  for  the  newspaper. 


I  D  A  H  O 

Mi-Ai  Parrish  has  been  named  publisher 
of  The  Idaho  Statesman  in  Boise.  Parrish 
most  recently  was  deputy  managing 
editor  for  features  and  visuals  at  the 
Minneapolis  Star  Tribune. 


Subscribe  now  to  Corzen's  competitive 
online  data  services,  and  find  out  what 
your  advertisers  are  doing. 


NEW  YORK 

Al  Getler  has  been  appointed  president 
and  publisher  of  The  Daily  Star  in 


Corzen 

Recruitment  •  Auto  •  Real  Estate 


NEBRASKA 

Mike  Reilly 

Jim  been  named 

>  managing  editor 
J  of  the  Omaha 

World-Herald. 
Reilly  most  recently  served 
as  assistant  managing  editor. 


ILLINOIS 

Rick  Nagel  has  been  appointed  editor  and 
publisher  of  The  Beacon  News  in  Aurora,  a 
promotion  from  managing  editor.  He  suc¬ 
ceeds  Robert  Wall,  who  has  been  appointed 
director  of  advertising  for  the  West 
Region  of  the  Sun-Times  News  Group. 


www.corzen.com  info@corzen.com 


MARYLAND 

Robert  Benjamin  has  been  named  executive 
editor/VP  of  editorial  for  Post-Newsweek 
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Dirks,  Van  Essen  &  Murray 

Santa  Fe  NM  l:  505.820.2700  f:  505.820.2900  www.dirksvanessen.coni 


-  Find  the  training 
you  need  at 
JournalismTraining.org 


Log  on  today  for 
classes,  conferences, 
seminars  and  online 
courses  from  hundreds  of 
journalism  associations  and 
training  providers. 


Learn  something 
new  today. 


Oneonta.  He  most  recently  was  vice 
president  of  circulation  for  Community 
Newspaper  Company  in  Massachusetts. 


Dane  Farnum  has  been  named  executive 
sales  director  for  Metro  New  York. 

He  most  recently  served  as  associate 
publisher  of  Time4  Marine  Group, 
a  division  of  Time,  Inc. 


ABERDEEN  (SD) 
AMERICAN  NEWS 

(16,473  daily  and 
17,979  Sunday  circulation) 

FARM  FORUM 

(34,000  controlled  circulation) 


O  H  I  o 

Robert  Kapral  has  been  named  managing 
editor  of  The  Times  Leader  in  Martins 
Ferry.  Kapral  most  recently  served  as 
sports  editor.  Seth  R.  Staskey  has  been 
promoted  to  sports  editor.  He  has 
worked  for  the  Times  Leader  since  1998, 
most  recently  as  a  sportswriter. 


TO 

SCHURZ  COMMUNICATIONS  INC 


T  E  X  A  S 

Clifton  E.  “Cliff”  Clements  is  the  new  editor 
and  publisher  of  The  Baytown  Sun. 
Clements  has  served  for  the  past  seven 
years  as  editor  and  publisher  of  The 
Sand  Mountain  Reporter  in  Albertville, 
Ala.  He  succeeds  Wanda  Garner  Cash. 


We  are  pleased  to  have  represented  The  McClatchy  Company 
in  this  transaction. 


Clyde  King  Jr.  has  been  appointed  presi¬ 
dent  of  Hartman  Newspapers  LP,  parent 
company  of  the  Fort  Bend  Herald  and 
Texas  Coaster  in  Rosenberg.  King  served 
as  editor  and  publisher  of  the  Herald 
for  more  than  20  years,  and  also  has 
been  executive  vice  president  of  Hart¬ 
man  Newspapers.  He  retains  his  title  of 
president  of  the  Herald.  David  T.  Lyons 
succeeds  King  as  editor  and  publisher  of 
the  Fort  Bend  Herald  and  Texas  Coaster. 
Lyons  has  been  editor  and  publisher 
of  The  Huntsville  Item  for  the  past  10 
years.  Hartman  Newspapers  President 
Bill  Hartman  has  been  named  chairman. 
Fred  Hartman  has  been  named  vice 
chairman.  Lee  Hartman  has  been  named 
general  manager  of  the  Herald.  He  has 
been  the  paper’s  ad  director  since  1997. 


UTAH 

Donnie  Welch  has  been  named  president 
and  publisher  of  The  Spectrum  in  St. 
George.  Welch  most  recently  was  adver¬ 
tising  director  at  The  Burlington  (Vt.) 
Free  Press. 


VIRGINIA 

Craig  A.  Dubow  has  been  elected  chairman 
of  Gannett  Co.  Inc.,  and  will  continue  to 
serve  as  the  company’s  president  and 
chief  executive  officer.  Dubow  succeeds 
Douglas  H.  McCorkindale,  who  has  retired 
after  35  vears  with  Gannett. 


J0URNALISMTRAINING.ORG 
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PUBLISHER 


EDITOR  Greg  Mitchell 

MANAGING  EDITOR  Shaum  Moynihan 
EDITOR  AT  LARGE  Mark  Fitzgerald  (773)  792-3512 
SENIOR  EDITORS  DaveAxtor 

Jim  Rosenberg 
Joe  Strupp 

ASSOCIATE  EDITOR  Jennifer  Saba 

ONLINE  EDITOR  David  S.  Hirschman 
CONTRIBUTING  EDITORS  Allan  Wolper  (212)  663-6614 
Jim  Moscou 
Randy  Dotinga 
Meg  Campbell 

ART/DESIGN  DIRECTOR  Reiko  Matsuo 

PHOTO  EDITOR  Daniela  DiMaggio 
ASSISTANT  ART  DIRECTOR  Robin  C.  Santa 


PUBLISHER  Charles  McKeoum 
ASSOCIATE  Betsy  Maloney 
ADVERTISING  DIRECTOR  (301)  656-5712 

REGIONAL  ADVERTISING  MANAGERS 
EAST/NEW  ENGLAND/  Charles  McKeou  n 
EASTERN  CANADA  (646)  654-5120 
MIDWEST/WEST/  Michele  Romriell 
WESTERN  CANADA  (502)  213-0919 
SALES  COORDINATOR  Lynne  Bosnack 


EDITORIAL 


MARKETING  SERVICES 
DIRECTOR 
SENIOR  GRAPHIC  DESIGNER 
MARKETING  MANAGER 
ASST  MARKETING  MANAGER 

PRODUCTION 

PRODUCTION  MANAGER 
PRODUCTION  COORDINATOR 
CLASSIFIED  PRODUCTION 


Robert  Kuu'uda 
Ehren  Seeland 
Jennifer  Rudolf 
Coutney  Kraft 

Adeline  Cippoletti 
Elvie  Echevarrieta 
Cindee 
Eileen  Cotto 
Gene  Williams 


CLASSIFIED  SALES  Brian  Chester 


ACCOUNT  MANAGERS  Michele  Golden 

Michele  MacMahon 


With  newspaper/TV  synergy  a  big-city  bust,  some  believe  the 
fight  for  new  ownership  rules  isn’t  worth  it.  They’re  wrong. 


Dennis  Tyhacz 


E&P  CONFERENCES 

DIRECTOR  Donna  Lou'enftsh 
MANAGER  Reheka  Dolid 

INFORMATION  MARKETING 

DIRECTOR  Mary  Barnes 
MANAGER  Marlene  Hazzard  (646)  654-5865 
LIST  RENTAL  INFORMATION  J.J.  Single  (845)  731-2731 

Adweek  Magazines 

VICE  PRESIDENT/MARKETING  Mary  Beth  Johnston 
EXEC.  VP/SALES  Wright  Ferguson  Jr. 

MARKETING/MEDIA  &  DESIGN  GROUP 
President  Michael  E.  Parker 
VP  General  Manager  H.  Todd  Hittle 


^’vnu  business  publications 


Prtsident  A  CEO  Micnael  Marcnesano 
Group  Presidents  Mark  Holdreitn  (Retail).  John  Kticulien  (Music  & 
Literary).  Richard  O’Conrw  (Travei  and  Performance). 
Michael  E  Parker  (Marketmg/Media  &  Design) 

Tony  Uphoff  (Film  &  Performing  Arts) 

Editorial  Director  Std  HoR 

Vice  Presidents  Jennifer  Grego  (Manufactunng  and  Distribution) 
John  Lemer  (eMedia) 

Joanne  Wheatley  (Information  Marketing) 

l^'^vnu  business  media 

President  &  CEO  Michael  Marchesano 
Chief  Financial  Officer  Derek  Irwm 
President  •  VNU  Expositions  Greg  Farrar 
President  eMedia  and  Information  Marketing  Tom  Nevrtt 
Senior  Vice  President/Human  Resources  M«naei  AUcea 
Vice  PresidenVCommunications  Deborah  Patton 
Vice  President/Licensing  and  Events  Howard  Apoeibaum 
Vice  President/Business  Planning  and  Development 
Jonathan  Gordon 


Three  years  after  repeal  of 
the  newspaper/broadcast 
cross-ownership  ban  imploded 
amid  a  furious  citizen  backlash 
and  a  courthouse  veto,  the  Federal  Com¬ 
munications  Commission  (FCC)  is  taking 
on  the  issue  again  —  and  looks  likely  to 
make  its  reform  stick  this  time. 

So  what’s  the  reaction  of  the  newspaper 
industry  to  this  long-delayed  business 
and  public  service  opportunity?  Mostly, 
an  apathetic  shrug.  The  bloom  is  off 
the  multimedia  synergj’  rose,  and  the 
enthusiasm  so  many  felt 
for  cross-ownership  just  a 
few  years  ago  now  seems  as 
embarrassingly  unfashion¬ 
able  as  the  leisure  suits 
that  were  all  the  rage 
in  1975  when  the  FCC 
imposed  its  ban. 

In  2000,  for  instance. 

Tribune  Co.  placed  an 
$8  billion  bet  that  it  could 
become  a  marketing  powerhouse  by  offer¬ 
ing  advertisers  television  news  and  daily 
newspapers  in  America’s  three  biggest 
markets  —  and  that  the  FCC  would  repeal 
the  cross-ownership  ban  before  it  needed 
license-renewal  waivers.  Wrong,  and 
wrong.  Now,  Tribune  is  selling  off  stand¬ 
alone  TV  stations  and  using  the  money 
to  buy  up  its  sagging  stock. 

But  the  newspaper  industry'  would  be 
making  a  mistake  of  historic  proportions 
if  it  sits  out  a  cross-ownership  debate  that 
is  likely  to  roil  all  the  same  wrongheaded 
populist  notions  among  a  public  suspi¬ 
cious  of  the  press. 

Because  for  every  big-city  Tribune  Co. 
out  there  that  has  stumbled  on  Synergy- 
Street  —  not  least  because  of  the  lingering 


Publishers  must 
not  repeat  the 
2003  mistake 
of  devoting  little 
coverage  to  this 
crucial  issue. 


cross-ownership  rules  —  there  are  a 
dozen  small-market  publishers  like 
Sidney  H.  “Skip”  Bliss,  who  could  improve 
both  commerce  and  community  if  re¬ 
leased  from  the  cross-ownership  ban. 

2>\\ss’  Janesville  (Wise.)  Gazette  was 
grandfathered  to  continue  operating  the 
local  AM  and  FM  stations  founded  by 
Bliss’  father  at  the  dawn  of  radio.  With 
the  commitment  to  local  news  typical  of 
small  dailies.  Bliss  has  maintained  that 
rare  thing  in  radio:  a  reporting  staff.  No 
one  in  Janesville  thinks  Bliss’  ownership 
of  a  newspaper  and  radio 
stations  is  stifling  “diverse 
voices,”  long  the  scare¬ 
crow  of  the  pro-ban  gang. 

But  in  June,  when 
radio  stations  came  up 
for  sale  in  two  other 
towns  where  Bliss  pub¬ 
lishes  newspapers,  he 
had  to  watch  helplessly  as 
they  were  snapped  up  by 
a  group  of  investors  with  neither  broad¬ 
cast  experience  nor  apparent  interest  in 
communitv’  news. 

Bliss  thinks  newspaper  folks  should  be 
mad  about  that,  and  so  do  we.  This  time 
around  at  the  FCC,  publishers  must  not 
repeat  the  mistakes  of  2003,  when  news¬ 
papers  offered  virtually  no  coverage  or 
commentarv'  on  this  important  public 
issue  —  letting  alarmists  paint  cross-own¬ 
ership  as  some  kind  of  Big  Media  plot. 

Newspapers  have  never  had  a  better 
chance  than  now  to  rid  themselves  of  this 
odious  ban.  But  they  cannot  afford  to  sit 
on  their  hands  and  leave  all  the  work  of 
arguing  for  change  to  the  Newspaper 
Association  of  America  or  Tribune  Co. 
lobbyists. 
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PRESSING  ISSUES 


From  Capitol  Hill  to  Idaho 


Amid  fresh  attacks  on  press,  a  new  appeal  for  courage 


Given  the  current  assaults  on  the  press  by  the 
Bush  administration,  the  TV  punditocracy  and  the 
online  idiotocracy,  nothing  could  be  more  timely 
than  a  call  for  renewed  dedication  to  “staying  the 
course,”  and  I  don’t  mean  in  Iraq.  Arriving  just  in 
time  is  the  Summer  2006  issue  of  Nieman  Reports,  titled  “Jour¬ 
nalists:  On  the  Subject  of  Courage,  "which  features  several  dozen 
articles  by  journalists  from  as  far  afield  as  Liberia  and  Nepal. 

John  F.  Kennedy  called  courage  the  most  indispensable  virtue, 
for  it  makes  anything  possible.  He  wasn’t  referring  to  journalism 


specifically,  but  the  sentiment  applies. 

The  scope  of  articles  in  the  Nieman 
Foundation  quarterly  is  remarkable,  from  a 
look  back  at  H.L.  Menckens  stand  against 
lynching  to  risk  assessments  for  reporters  in 
Iraq  by  John  F.  Bums  and  Famaz  Fassihi. 
Judy  Woodmff  pays  tribute  to  brave 
women,  Jim  Boyd  explains  ^Why  Courage  is 
Hard  to  Find”  on  the  editorial  page,  and  so 
on,  with  contributions  by  Lance  Morrow, 
Geneva  Overholser,  Hodding  Carter  III, 
and  Barry  Sussman,  among  others. 

One  essay  that  quickly  gained  wide  atten¬ 
tion  came  from  veteran  Washington  Post 
national  security  expert  Walter  Pincus,  who 
urges  national  reporters  to  resist  official 
spin  and  find  “a  new  kind  of  courage”  by 
ignoring  “the  latest  bulletin,  prepared 
event,  or  the  most  recent  statement  or 
backgrounder.” 

At  the  other  end  of  the  spectrum,  at  least 
in  its  grassroots  focus,  is  “A  Local  Newspa¬ 
per  Endures  a  Stormy  Backlash,”  by  Dean 
Miller,  managing  editor  of  the  Post  Register 
in  Idaho  Falls,  Idaho.  He  recounts  how,  last 
year,  in  exposing  Boy  Scout  pedophiles  and 
those  who  failed  to  boot  them  out  of  the 
scouting  program,  “we  energized  three  of 


our  community’s  big  forces  against  us, 
including  those  most  able  to  punish  our 
newspaper:  the  community’s  majority  reli¬ 
gion,  the  richest  guys  in  town,  and  the  con¬ 


servative  machine  that  controls  Idaho.” 

The  story,  in  brief:  A  pedophile  caught  at 
a  local  scout  camp  in  1997  had  dozens  of 
victims.  “When  we  went  to  the  courthouse 
to  look  for  the  civil  suit  filed  by  these  vic¬ 
tims,  the  clerks  (and  the  computers)  said 
there  was  no  such  case,”  Miller  recalls.  “We 
later  learned  that  the  national  Boy  Scouts  of 
America  and  its  local  Grand  Teton  Council 
had  hired  two  of  Idaho’s  best-connected  law 
firms  to  seal  the  files  and  hide  what  came 
to  be  known  as  the  Brad  Stowell  case.” 

The  Post  Register  went  to  court  in  late 
2004  and  learned  that  as  early  as  1991 


scout  leaders  had  been  warned  about 
Stowell  and  hired  him  again  anyway. 

Others  who  knew  something  did  little 
or  nothing,  including  top-level  local  and 
national  leaders  of  the  Mormon  Church 
(which  sponsors  almost  all  Grand  Teton 
Council  scout  troops),  a  local  bishop,  and 
lawyers  for  the  Boy  Scout  organization. 

In  February  2005,  the  Post  Register 
launched  a  six-day  series.  The  backlash 
included: 

•  An  outcry  from  Mormons,  who  make 
up  70%  of  the  population  in  some  counties 
the  paper  serves; 

•  The  pullout  of  several  big  advertisers; 

•  A  local  millionaire  running  numerous 
half-page  ads  in  the  Sunday  paper,  which 
included  attacks  on  one  of  the  paper’s 
reporters  for  being  “gay.”  This  led  to  harass¬ 
ment  directed  at  the  reporter. 

Also,  the  president  of  the  company  that 
owns  the  newspaper  (who  was  running  for 
governor)  publicly  praised  the  Boy  Scouts 
organization.  At  that  point.  Miller  writes, 
“the  newsroom  was  really  on  its  own.” 

In  the  meantime,  the  Post  Register  had 
gathered  evidence  of  four  other  pedophiles 
in  the  local  scout  council.  Eventually,  the 
paper’s  coverage  would  be  hailed  as  “coura¬ 
geous”  by  judges  when  it  won  the  Scripps 
Howard  First  Amendment  prize. 

“With  no  corporate  bankroll  to  fall  back 
on  and  coping  with  the  pressures  any  news¬ 
paper  publisher  faces  today,  our  publisher, 
Roger  Plothow,  took  lonely  risks  to  uphold 
the  principle  of  open  government,”  Miller 
reveals.  “In  doing  so,  he 
gave  victims  the  opportuni¬ 
ty  they  needed  to  speak  out 
against  those  who  had 
harmed  them.  By  his  exam¬ 
ple,  Plothow  stiffened  the 
spines  of  minority  stock¬ 
holders  (many  of  whom 
are  staff  members  at  the 
paper),  who  stood  firm.” 

But  one  of  “the  sweeter  moments”  for 
Miller  was  this:  New  circulation  figures 
showed  that  “we  were  among  the  nation’s 
faster-growing  daily  papers.  For  us,  these 
numbers  testified  to  the  value  of  fortitude. 
Publishing  uncomfortable  truths  needn’t  be 
an  act  of  hot-blooded  courage;  it  should  be 
a  cool-headed  exercise  in  focus:  Find  the 
civic  heart  of  a  story,  steer  a  steady  course  to 
it,  and  serve  the  public’s  legitimate  interests 
in  openness  and  justice. 

“Do  that  and,  even  when  the  story  rocks 
your  boat,  trust  that  the  waves  won’t 
capsize  it.”  11 


The  story  of  an  Idaho 
daily  that  faced  public 
backlash  simply  for 
doing  its  job  is  an 
inspiring  case  for 
journalism  under  fire. 
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ETHICS  CORNER 


Name  game 


n  OFIHE  TIMES' 

‘Times  Union’  in  Albany,  N.Y,  puts  its  name  on  sports  arena 
in  a  deal  with  the  county  it’s  supposed  to  be  watching 

HE  Times  Union  in  Albany,  N.Y.,  is  risking  its 
'  H  ■  reputation  by  buying  the  naming  rights  to  an  arena 
I  maintained  and  financed  by  the  county  the  paper  is 
I  charged  with  monitoring.  The  conflict  will  become 
an  ethical  nightmare  if  the  county  has  to  cut  its  social 
welfare  programs  to  fulfill  its  debt  service  to  a  building  that  next 
January  will  be  called  the  Times  Union  Center. 

The  newspaper,  a  Hearst  stalwart  whose  recent  investigation  of 
secret  money  deals  by  the  New  York  State  Legislature  was  praised 
by  The  New  York  Times  editorial  page,  is  spinning  the  perception 


that  its  deal  with  the  county  is  just  good 
corporate  citizenship.  The  Times  Union 
will  pay  $3.5  million  to  the  county  over 
about  10  years  to  place  its  name  on  the 
17,500-seat  facility  in  downtown  Albany 
now  known  as  the  Pepsi  Arena.  The  news¬ 
paper  will  use  its  pages  to  promote  the 
venue,  and  its  Web  site  will  have  a  link  to 
the  arenas  ticket  sellers,  according  to  the 
agreement. 

The  Times  Union  won  the  name  game 
after  the  Pepsi  Bottling  Group  did  not  bid 
to  renew  its  10-year  naming  rights  contract. 
In  fact,  no  one  did.  The  paper  was  selected 
after  the  county  contacted  area  investors. 

“The  investment  underscores  our  com¬ 
mitment  to  this  community,”  Times  Union 
Publisher  Mark  E.  Aldam  said  in  a  state¬ 
ment  to  his  newspaper.  “There  will  be  no 
change  in  the  way  we  cover  news ...  no 
blurring  of  that  line.” 

However,  there  are  newsroom  whispers 
that  the  line  between  business  and  editorial 
has  already  been  breached.  So  I  asked 
county  officials  about  it. 

“The  reporters  at  the  Times  Union  have 
told  me  they’re  very  uncomfortable  with 
what  has  happened,”  said  Albany  County 


Comptroller  Michael  F.  Conners  II.  “But 
they  can’t  say  anything  or  stray  from  the 
company  line.” 

Conners  says  the  newspaper’s  integrity 


“The  reporters  have 
told  me  they’re  very 
uncomfortable,”  the 
county’s  comptroller 
told  me.  “But  they 
can’t  say  anything.” 


will  be  tested  if  the  arena’s  revenues  — 
which  were  down  last  year  due  to  a  lacklus¬ 
ter  concert  season  —  do  not  cover  the 
annual  $3  million  debt  service  and  the 
increasing  costs  to  maintain  the  l6-year-old 
building.  “The  county  would  then  have  to 
make  up  the  difference,”  he  added. 

The  Times  Union  would  then  be  report¬ 
ing  and  perhaps  editorializing  on  a  fiscal 
problem  created  by  an  arena  bearing  its 
name  —  affecting  services  like  food  stamps, 
welfare,  mental  health,  and  Medicaid, 
according  to  Conners. 

Rex  Smith,  the  Times  Unions  vice 


www.edltorandpubllsher.com 


president  and  editor,  says  he  is  willing  to 
take  that  ethics  gamble  to  improve  his 
paper’s  bottom  line  in  an  industry  losing 
both  readers  and  revenue.  “We  write  about 
our  advertisers  all  the  time,”  he  said  during 
a  telephone  interview.  “We  know  that  our 
readers  are  suspicious,  as  well  they  should 
be  nowadays.  But  that  doesn’t  mean  we 
won’t  do  the  same  kind  of  reporting  we’ve 
done  in  the  past.” 

That  will  be  a  tough  job.  Covering  county 
government  is  not  the  same  as  reporting  on 
the  latest  car  models,  high-definition  televi¬ 
sions,  or  credit  card  problems.  If  a  person 
has  his  welfare  cut,  he  might  not  be  able  to 
buy  medicine  or  food.  Still,  the  newsroom 
staffers  to  whom  I  spoke  are  hopeful  Smith 
can  navigate  his  ethical  minefield  with 
minimal  damage  to  their  paper’s  credibility. 

J.  Robert  Port,  the  paper’s  senior  editor/ 
investigations,  said  his  reporters  recently 
discovered  that  the  state  has  been  sending 
the  arena  more  than  $700,000  a  year  in 
promotion  funds  to  lure  NCAA  sporting 
events  to  Albany.  “I’ve  been  told  to  go  ahead 
with  the  story  and  see  how  that  money  is 
spent  on  the  Pepsi  Arena,”  he  told  me. 

The  question  now  is  whether  the  Times 
Union  will  continue  to  be  as  aggressive 
next  year  once  its  name  is  on  the  building. 

“We  weren't  the  first  ones  to  get  into  the 
game,  and  we  won’t  be  the  last,”  said  Paul 
Grondahl,  a  Times  Union  reporter.  “Will 
the  so-called  ‘high  wall’  between  business 
and  editorial  hold  firm?  I  hope  it  does.” 

Grondahl  wrote  an  article  pointing  out 
,  that  the  St.  Petersburg 

S  nave  (Fla.)  Times,  owned  by  the 
S  VerV  PovTiter  Institute,  affi-xed 
„  ,  its  name  in  2002  to  the  Ice 

me  Palace  in  Tampa.  Since 

^|.q||0|.  then,  Xhe  Albuquerque 

,  (N.M.)  Jow/TiaZ,  the 

-Rey  Pittsburgh  Post-Gazette, 

^  and  the  San  Francisco 

Chronicle  have  placed  their 
names  on  entertainment  venues. 

Carol  DeMare,  who  covers  county  gov¬ 
ernment,  says  she  won’t  brook  any  interfer¬ 
ence.  “I  have  been  a  reporter  for  30  years,” 
DeMare  told  me.  “I  won’t  have  any  prob¬ 
lems  covering  the  arena.” 

Harry  Rosenfeld,  the  legendaiy  editor- 
at-large  of  the  Times  Union  who  cut  his 
ethical  teeth  as  metro  editor  of  The  Wash¬ 
ington  Post  during  the  Watergate  era,  will 
keep  his  eye  on  things.  “We  have  to  make 
certain  we  don’t  pull  punches,”  said  Rosen¬ 
feld.  “Everyone  has  to  make  sure  they  don’t 
corrupt  themselves.”  ® 
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BLOGS 


Raging  bulls  on 
the  Web  can  cause 
legal  problems. 
Here,  experts 
offer  tips  on  how 
to  avoid  trouble. 


BY  STEVE  YAHN  AND  JAKE  WHITNEY 


The  race  into  the  blogosphere  has  reached  a 
feverish  pace.  Statistics  house  Technorati  estimates 
that  some  75,000  blogs  are  created  every  day,  nearly 
one  per  second,  joining  the  more  than  40  million  blogs 
already  populating  cyberspace.  That’s  twice  as  many 
blogs  as  there  were  just  six  months  ago.  And  newspapers  of  all  sizes 
clearly  have  no  intention  of  being  left  behind,  as  E^P  has  docu¬ 
mented  over  the  past  two  years.  At  McClatchy  Co.’s  News  &  Observ¬ 
er  in  Raleigh,  N.C.,  for  example.  Public  Editor  Ted  Vaden  says  his 
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Chad  Milton,  one  of 
the  top  authorities 
on  media  liability, 
believes  blogs  can 
still  be  edgy  and 
spontaneous  even 
when  edited  for 
highly  objectionable 
content. 


newspaper  has  expanded  its  stake  from  a 
half-dozen  blogs  a  year  ago  to  18  today. 

But  with  all  the  excitement  and  potential 
for  new  readers  and  financial  invigoration, 
something  else  is  rippling:  growing  unease 
about  the  dangers  of  blogs  —  especially 
legal  liabilities  in  the  land  of  the  free  and 
perhaps  overly  brave. 

“There  is  a  lag  between  newspaper  pub¬ 
lishers’  rush  to  monetize  blogs  and  at  the 
same  time  making  sure  their  ethics  policies 
and  internal  editorial  controls  keep  up 
with  the  rollout  of  new  forms  of  technology 
and  content,”  warns  Seattle-based  attorney 
Robert  A.  Blackstone,  partner  at  the  law 


firm  of  Davis  Wright  Tremaine  LLP. 

At  www.washingtonpost.com,  which 
sometimes  posts  blog  entries  without  edit¬ 
ing  them,  blog  humor  columnist  Joel 
Achenbach  said,  “I  keep  thinking  today  is 
the  day  I  will  write  something  that  destroys 
The  Washington  Post  as  a  newspaper.”  But 
he  quickly  adds  that  he  sees  no  clear  and 
present  danger,  neither  from  his  own  writ¬ 
ing  nor  from  the  voluminous  number  of 
comments  his  blog  generates:  “I  think  the 
vast  majority  of  people  who  want  to  partic¬ 
ipate  in  our  blogs  are  intelligent  and  civil.” 

But  Achenbach’s  faith  is  not  so  readily 
shared  in  some  quarters,  especially  among 
experts  often  hired  by  newspapers  to  pro¬ 
tect  their  legal  interests. 

Chad  Milton,  one  of  the  top  media-liabil¬ 
ity  authorities  in  the  country,  says,  “I  don’t 
want  to  tell  editors  how  to  do  their  job,  but 
I  think  there’s  a  balance  between  editing 
for  liability  and  preserving  the  spontaneity 
of  a  blog.  I  think  publishers  are  having  a 
little  bit  of  a  hard  time  figuring  out  what  is 
different  about  a  blog,  and  do  you  treat  it 
differently.” 

Milton,  senior  vice  president  and  nation¬ 
al  practice  leader  for  media  liability  at 
Marsh  Inc.,  the  world’s  largest  risk  and 
insurance  services  firm,  adds,  “My  advice 
to  publishers  and  editors  is  that  knowing 
there’s  liability  for  a  blog  on  their  Web  site, 
they  probably  should  edit  them.” 

Adds  Blackstone,  whose  law  firm  counts 
the  Los  Angeles  Times,  New  York’s  Daily 
News,  The  Seattle  Times,  The  New  York 
Times,  and  The  Associated  Press  as  clients, 
“Part  of  the  nature  of  a  blog  is  the  sense  of 
immediacy,  that  you’ve  got  to  get  it  out  on 
the  Web  first.  But  the  question  is,  have  you 
done  the  kind  of  reviews  and  other  cross¬ 
checking  that  you  normally  do  on  the  print 
side?  I  think  you’ll  be  just  as  liable  for 
what’s  on  your  newspaper’s  blogs  as  you 
would  be  if  the  material  appeared  in  the 
morning’s  newspaper.” 

That’s  advice  the  Houston  Chronicle,  one 
of  the  nation’s  most  ambitious  and  sawiest 
newspaper  blogging  publishers,  takes  to 
heart,  says  Scott  Clark,  vice  president  of 
www.houstonchronicle.com:  “All  of  the 
blogs  we  publish  that  are  written  by  full¬ 
time  or  part-time  employees,  or  free¬ 
lancers,  are  edited  as  the  paper  is  edited.” 

First  Amendment  expert  Bruce  E.H. 
Johnson,  also  at  Davis  Wright  Tremaine, 
points  out  that  unless  a  newspaper’s  libel 
insurance  specifically  protects  freelancers 
of  various  kinds  —  including  bloggers  who 
post  regularly  but  are  not  full-time  employ¬ 
ees  of  the  newspaper,  or  syndicated  blog¬ 
gers  —  then  the  person  who  wrote  the  blog 


could  be  held  responsible  for  any  libel. 

Then  there’s  the  recent  case  of  Los  Ange¬ 
les  Times  Pulitzer  Prize-winning  business 
writer  Michael  Hiltzik.  His  gig  at  www. 
latimes.com  was  canceled  because  he  was 
caught  sending  messages  to  his  own  “Gold¬ 
en  State”  blog  under  an  assumed  name, 
but  his  print  column  continued  to  appear 
twice  a  week.  There  was  an  important 
subtext:  The  print  column  was  overseen 
by  an  editor,  whereas  the  blog  was  not. 

The  perils  of  personal  blogs 

Let’s  assume  that  for  blogs  written  by 
full-time  staffers  or  other  specifically  desig¬ 
nated  “regular”  contributors  to  a  newspa¬ 
per’s  Web  site,  there’s  little  doubt  that  the 
legally  prudent,  and  probably  most  editori¬ 
ally  effective,  approach  is  to  “pre-edit.”  But 
what  about  blogs  that  full-time  staff  mem¬ 
bers  write  from  home  on  their  own  time 
and  that  aren’t  related  to  their  areas  of 
expertise  at  the  newspaper?  Those  would 
seem  to  be  OK,  wouldn’t  they? 

Not  so  fast,  says  Chad  Milton,  citing  the 
hypothetical  case  of  a  star  reporter  who 
from  home  maintains  a  blog  about  wnes. 
“People  know  who  he  is,”  observes  Milton, 
“and  they  pay  particular  attention  to  him 
because  he  is  a  star  reporter.  If  he  says 
something  defamatory  in  his  wine  blog,  I 
would  think  the  plaintiff  might  well  want 
to  sue  the  publisher  of  his  newspaper,  ar¬ 
guing,  ‘This  is  your  guy,  so  you’re  responsi¬ 
ble  for  it.’  Whether  that  would  stick,  I  don’t 
know.  But  there  certainly  is  the  potential 
for  a  case  there.” 

Determining  the  nature  of  personal 
blogs  written  by  reporters  and  editors  out¬ 
side  the  parameters  of  their  official  news¬ 
paper  duties  is  a  delicate  issue  indeed. 

As  both  Blackstone,  an  expert  on  labor 
and  employment  law,  and  Milton  note, 
a  publisher’s  right  to  require  a  “duty  of 
loyalty”  from  employees  is  tempered  by  the 
National  Labor  Relations  Act  and  other 
federal  and  state  laws  protecting  employee 
rights.  This  includes  the  right  to  engage  in 
concerted  activity  regarding  the  terms  and 
conditions  of  their  employment  and  the 
right  to  engage  in  political  and  other  off- 
duty  conduct. 

“So  I  think  publishers  are  deciding  that 
they  need  to  think  pretty  carefully  about 
how  they  want  to  handle  this,”  concludes 
Milton,  who  advises  several  major  newspa¬ 
per  companies.  “It’s  hard  to  tell  reporters 
what  they  can  or  can’t  say  on  their  own 
time  in  a  blog;  it’s  like  forbidding  them 
from  talking  at  a  neighborhood  block  party. 
I  expect  it  will  turn  on  the  facts  of  some 
case  about  whether  the  blogger  at  home  is 
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—  TED  VADEN/Public  Editor,  The  News 
'  &  Observer,  Raleigh,  N.C, 


writing  totally  outside  the  scope  of  his  em¬ 
ployment  so  that  there  can  be  no  imputed 
liability  for  the  publisher.” 

Adds  Bruce  Johnson,  one  of  the  nation’s 
foremost  First  Amendment  authorities:  “To 
the  extent  that  the  blogger  is  an  agent  of  the 
newspaper,  there  may  be  liability.  And  that 
agency  relationship  is  more  than  simply 
being  an  employee.  Clearly  if  you’re  an 
femployee,  any  acts  of  omission  are  imput¬ 
ed  in  law  to  your  employer.” 

But  what  about  comments  posted  at 
blogs  by  fans  or  foes?  Is  “Section  230”  an 


You'll  be  just  as 
liable  for  what’s 
on  your  gaper's 
blogs  as  you 
would  be  if  the 
material  appeared  in 
[print]."  —  BOBBLACKSTONE 
Seattle-based  Labor/Employment  Attorney 


unimpregnable  legal  wall  protecting  online 
publishers  from  the  countless  third-party 
jottings  that  get  posted  every  day  at  news¬ 
paper  blogs  and  Web  sites,  as  many  legal 
experts  claim,  or  is  it  a  simmering  volcano 
at  risk  of  being  set  off  by  a  plaintiff’s  well- 
grounded  libel  case? 

Right  now,  the  so-called  “Section  230 
Defense”  is  the  go-to  legal  play  of  choice  of 
the  Internet  publishing  world.  One  of  the 
few  surviving  stanchions  of  the  Communi¬ 
cations  Decency  Act  of  1996,  Section  230 
holds  that  “No  provider  or  user  of  an  inter¬ 


—  JDEL  ACHENBACH/Blog  Humor 
Columnist,  The  Washington  Post 


active  computer  service  shall  be  treated  as 
the  publisher  or  speaker  of  any  information 
provided  by  another  information  content 
provider.”  The  Electronic  Frontier  Founda¬ 
tion  (EFF),  one  of  Section  230’s  most  ar¬ 
dent  proponents,  says  it  “preempts  any 
state  laws  to  the  contrary.” 

Paul  Alan  Levy,  a  prominent  internet 
authority  and  attorney  at  Public  Citizen  Lit¬ 
igation  Group,  a  nonprofit  consumer  advo¬ 
cacy  organization  in  Washington,  D.C., 
declares:  “What  Congress  said  back  in  1996 
was  that  to  encourage  the  development  of 


BY  JAKE  WHITNEY 

As  VICE  president/news  for 

McClatchy  Co.,  Howard  Weaver 
is  one  of  the  highest-ranking 
officers  of  the  newspaper  chain  —  and  he 
sees  a  lively  and  lucrative  future  for  blogs, 
as  well  as  a  few  red  flags. 

Weaver,  who  previously  was  editorial 
page  editor  of  The  Sacramento  (Cidif.) 
Bee,  served  for  12  years  as  editor  of  the 
Anchorage  (Alaska)  Daily  News,  and  was 
assistant  to  the  president  of  New  Media 
Strategies  for  McClatchy,  talks  with  ESstP 
about  the  future  of  blogging. 

E&P:  What  do  you  see  as  the  most 
potentially  effective  and  rewarding  forms 
of  newspaper  blogging  activity? 

Weaver:  We  understand  that  news 
companies  have  a  new  relationship  with 
audiences  these  days  that  involves  learn¬ 
ing  how  to  change  what  v/as  once  a  lec¬ 
ture  into  a  conversation.  While  people 
still  appreciate  the  authoritative  voice 
and  accountability  an  established  organi¬ 
zation  represents,  they  also  want  trans¬ 
parency  and  a  chance  to  have  their  own 


voices  and  opinions  heard.  Blogs  offer  us 
many  different  ways  to  accommodate 
that  in  many  different  forums  —  every¬ 
thing  from  music  criticism  to  editors  ex¬ 
plaining  how  and  why  the  paper  operates 
as  it  does. 

Some  of  the  blogs  we  operate  are  one¬ 
way  commentary,  but  the  most  effective 
use  of  the  technique,  I  believe,  is  for  those 
areas  most  suited  to  conversations  that 
engage  readers  along  with  staffers.  We’re 
still  in  the  learning  stages  in  this  new 
form,  but  it  has  already  proved  both 
popular  and  rewarding. 

E&P:  What  ethical  protections  has 
McClatchy  put  in  place? 

Weaver:  We  rely  on  the  same  ethical 
underpinnings  that  sustain  all  our  activi¬ 
ties.  We  understand  that  blogs  may  well 
demonstrate  more  attitude  or  different 
sensibilities  than  traditional  newspaper 
Joumidism,  but  that  doesn’t  mean  they 
can  have  lower  ethical  standards.  We 
want  everything  we  do  to  be  unimpeach¬ 
able;  you  may  well  argue  with  our  conclu¬ 
sions,  but  we  want  you  to  be  able  to  rely 


on  our  standards. 

E&P:  What  edit- 
ing  protections  has  weaver:  fan  of 

McClatchy  put  in  blogs,  transparency 

place? 

Weaver:  There  isn’t  a  one-size-fits-all 
answer  to  this  question.  Different  blogs 
raise  different  challenges.  An  editor’s  blog 
written  by  an  experienced  journalist 
discussing  the  newspaper’s  operations 
needs  a  different  level  of  attention  than 
one  where  a  commentator  with  less  expe¬ 
rience  is  making  judgments  about  popu¬ 
lar  entertainers,  for  example,  or  where 
an  opinion  journalist  is  commenting 
on  politics. 

E&P:  What  legal  protections  has 
McClatchy  put  in  place,  or  may  be  plan¬ 
ning  to  put  in  place,  where  blogs  are 
concerned? 

Weaver:  Whether  in  print  or  in  a  blog, 
our  best  protection  is  to  make  sure  our 
work  meets  our  own  standards  for  fair¬ 
ness,  accuracy,  and  transparency.  If  we 
take  care  of  that,  legal  problems  are 
unlikely  to  be  a  concern. 
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All  of  the  blogs 
published  on  his 
site,  whether 
written  by 
staffers  or  free¬ 
lancers,  "'are  edited  as 
the  paper  is  edited.*" 

—  SCOTT  CLARK/VP,  Houstonchronicle.com 


the  Internet  as  a  means  of  communication, 
people  who  offer  interactive  computer  serv¬ 
ices  should  not  bear  the  liability  for  nasty 
comments  posted  by  other  people. 

“The  act  states  that  people  who  post 
their  own  comments  at  their  online  site 
should  be  responsible  for  that  content,  but 
not  what  they  post  from  others,  and  that 
seems  to  me  the  right  call  to  allow  the  in¬ 
ternet  to  flourish,”  adds  Levy.  “My  view  is 
that  the  editorial  decisions  you  make  about 
whether  to  allow  a  particular  nasty  com¬ 
ment  to  remain  on  your  board  is  one  for 
you  to  make,  and  you’re  not  liable  for,  ac¬ 
cording  to  Section  230.” 

As  the  EFF  and  others  note,  the  courts  to 
date  have  repeatedly  rejected  attempts  to 
limit  the  scope  of  Section  230  to  “tradition¬ 
al”  Internet  service  providers  (ISPs).  The 
provision  owes  its  existence  to  online  Inter¬ 
net  provider  Prodigy,  arguing  that  it  could 
not  be  a  “family-friendly”  ISP  if  it  faced 
legal  challenges  that  arose  after  it  had 
applied  highly  touted  decency  screening 
processes  to  content  it  disseminated. 

But  Congress  moved  beyond  Prodigy, 
AOL,  and  a  host  of  such  ISPs  and  applied 
Section  230  to  all  interactive  computer 
services,  including  the  Web  sites  of  news¬ 
paper  companies. 

Thus,  argue  the  EFF  and  others:  “Your 
[online  publisher’s]  readers’  comments, 
entries  written  by  guest  bloggers,  tips  sent 
by  e-mail,  and  information  provided  to  you 
through  an  RSS  feed  would  all  likely  be 
considered  information  provided  by  anoth¬ 
er  content  provider.  This  would  mean  that 
you  would  not  be  held  liable  for  defamato¬ 
ry  statements  contained  in  it.”  The  EFF 
duly  notes,  however,  “If  you  selected  the 
third-party  information  yourself,  no  court 
has  ruled  whether  this  information  would 
be  considered  ‘provided’  by  you.” 

And  that  is  a  big  “however,”  underscores 
Chad  Milton  of  Marsh  Inc.  “I  think  it’s  an  in¬ 
teresting  question  —  and  an  open  question 
—  about  how  this  law  applies  to  third-party 


—  BRUCE  E.H.  JOHNSON/Attorney,  Davis 

J 

Wright  Tremaine  LLP 


content  on  a  publisher-sponsored  blog. 

“It’s  a  little  hard  to  say  that  just  because 
something  is  online  the  rules  are  different, 
but  a  lot  of  people  say  the  rules  are  differ¬ 
ent  because  of  Section  230,”  he  adds.  When 
Section  230  was  enacted,  “Nobody  thought 
through  whether  it  made  sense  to  treat 
Web  content  differently  from  published 
content.  But  now  people  are  starting  to 
think  about  that.” 

Roman  Modrowski,  who  writes  a  popu¬ 
lar  sports  blog  for  the  Chicago  Sun-Times, 
remains  firmly  in  the  “take-no-chances” 
category.  “I  edit  all  of  the  comments  that 
my  blog  generates,”  says  Modrowski, 
adding  that  he  gets  plenty  of  them.  “If  I 
deem  something  to  be  offensive  or  profane, 
I  won’t  allow  it  to  be  posted.  Sometimes  I’ll 
take  out  any  offensive  words  and  leave  in 
the  rest.” 

When  editing  could  he  unwise 

But  here’s  the  really  tricky  part:  What 
happens  when  a  third-paity  online  com¬ 
ment  is  edited,  even  with  the  best  inten¬ 
tions,  by  the  newspaper’s  online  staff  either 
before  or  after  posting?  Could  a  newspaper 
be  on  the  hook  for  any  libel  charges  be¬ 
cause  it  became  involved  in  a  new,  and 
therefore  changed,  version  of  the  original 
content? 

Or,  if  a  paper  has  a  policy  of  deleting 
obnoxious  or  libelous  posts,  does  that 
necessarily  mean  it  stands  behind  the  ones 
it  misses  or  chooses  to  let  go? 

The  answer,  according  to  some  of  the 
legal  experts:  Any  editing  almost  certainly 
cracks  open  the  “Section  230  Defense’ 
door,  with  everything  then  depending 
on  how  much  the  original  content  was 
changed  or  altered.  Johnson  calls  this 
“active  editing”:  Even  when  you  soften  the 
language  in  a  post,  sometimes  editors  don’t 
go  far  enough,  or  add  wording  that  actually 
makes  matters  worse. 

Says  Levy  at  Public  Citizen,  offering 
an  extreme  example:  A  case  where  a  third- 
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BY  JAKE  WHITNEY 

As  VICE  president/news  for 

McClatchy  Co.,  Howard  Weaver 
is  one  of  the  highest-ranking 
officers  of  the  newspaper  chain  —  and  he 
sees  a  lively  and  lucrative  future  for  blogs, 
as  well  as  a  few  red  flags. 

Weaver,  who  pre\'iously  was  editorial 
page  editor  of  The  Sacramento  (Calif.) 

Bee,  serv  ed  for  12  years  as  editor  of  the 
Anchorage  (Alaska)  Daily  News,  and  was 
assistant  to  the  president  of  New  Media 
Strategies  for  McClatchy,  talks  with  E^P 
about  the  hiture  of  blogging. 

E&P:  What  do  you  see  as  the  most 
potentially  effective  and  rewarding  forms 
of  newspaper  blogging  activity? 

Weaver:  We  understand  that  news 
companies  have  a  new  relationship  with 
audiences  these  days  that  involves  learn¬ 
ing  how’  to  change  what  was  once  a  lec¬ 
ture  into  a  conversation.  While  people 
still  appreciate  the  authoritative  voice 
and  accountabilitv’  an  established  organi¬ 
zation  represents,  they  also  want  trans¬ 
parency  and  a  chance  to  have  their  own 


voices  and  opinions  heard.  Blogs  offer  us 
many  different  w'ays  to  accommodate 
that  in  many  different  forums  —  everv- 
thing  from  music  criticism  to  editors  ex¬ 
plaining  how  and  why  the  paper  operates 
as  it  does. 

Some  of  the  blogs  we  operate  are  one¬ 
way  commentary,  but  the  most  effective 
use  of  the  technique,  I  believe,  is  for  those 
areas  most  suited  to  conversations  that 
engage  readers  along  with  staffers.  We’re 
still  in  the  learning  stages  in  this  new' 
form,  but  it  has  already  proved  both 
popular  and  rewarding. 

E&P:  What  ethical  protections  has 
McClatchy  put  in  place? 

Weaver:  We  rely  on  the  same  ethical 
underpinnings  that  sustain  all  our  activi¬ 
ties.  We  understand  that  blogs  may  well 
demonstrate  more  attitude  or  different 
sensibilities  than  traditional  new'spaper 
journalism,  but  that  doesn’t  mean  they 
can  have  lower  ethical  standards.  We 
want  everything  w'e  do  to  be  unimpeach¬ 
able;  you  may  well  argue  with  our  conclu¬ 
sions,  but  we  want  you  to  be  able  to  rely 


vvTiting  totally  outside  the  scope  of  his  em- 
plovTiient  so  that  there  can  be  no  imputed 
liabilitv'  for  the  publisher.” 

Adds  Bruce  Johnson,  one  of  the  nation’s 
foremost  First  Amendment  authorities:  “To 
the  e.xtent  that  the  blogger  is  an  agent  of  the 
newspaper,  there  may  be  liabilitv".  And  that 
agency  relationship  is  more  than  simply 
being  an  employee.  Clearly  if  you're  an 
femployee,  any  acts  of  omission  are  imput¬ 
ed  in  law  to  your  employer.” 

But  what  about  comments  posted  at 
blogs  by  fans  or  foes?  Is  "Section  230”  an 


unimpregnable  legal  wall  protecting  online 
publishers  from  the  countless  third-partv" 
jottings  that  get  posted  every  day  at  news¬ 
paper  blogs  and  Web  sites,  as  many  legal 
experts  claim,  or  is  it  a  simmering  volcano 
at  risk  of  being  set  off’ by  a  plaintiff  's  well- 
grounded  libel  case? 

Right  now,  the  so-called  “Section  230 
Defense”  is  the  go-to  legal  play  of  choice  of 
the  Internet  publishing  world.  One  of  the 
few  surviving  stanchions  of  the  Communi¬ 
cations  Decency  Act  of  1996,  Section  230 
holds  that  “No  provider  or  user  of  an  inter¬ 


ing  protections  has  weaver:  fan  of 

McClatchy  put  in  blogs,  transparency 

place? 

Weaver:  There  isn’t  a  one-size-fits-all 
answer  to  this  question.  Different  blogs 
raise  different  challenges.  An  editor’s  blog 
written  by  an  experienced  journalist 
discussing  the  newspaper’s  operations 
needs  a  different  level  of  attention  than 
one  where  a  commentator  with  less  expe¬ 
rience  is  making  judgments  about  popu¬ 
lar  entertainers,  for  example,  or  where 
an  opinion  journalist  is  commenting 
on  politics. 

E&P:  WTiat  legal  protections  has 
McClatchy  put  in  place,  or  may  be  plan¬ 
ning  to  put  in  place,  where  blogs  are 
concerned? 

Weaver:  Whether  in  print  or  in  a  blog, 
our  best  protection  is  to  make  sure  our 
work  meets  our  ow'n  standards  for  fair¬ 
ness,  accuracy,  and  transparency.  If  we 
take  care  of  that,  legal  problems  are 
unlikely  to  be  a  concern. 


McClatchy’s  Weaver:  aim  high  on  ethics 


logsfrwal 
do7en  one  vi:  r 
igo  to  18  as  of  July  20us. 

—  TED  VADEH/Public  Editor,  The  News 
&  Observer,  Raleigh,  N.C. 


You’ll  be  just  as 
liable  for  wbat’s 
on  your  paper’s 
blogs  as  you 
would  be  if  tbe 
material  appeared  in 
[print].”  —  BOBBUCKSTONE 
Seattle-based  Labor/Employment  Attorney 


active  computer  service  shall  be  treated  as 
the  publisher  or  speaker  of  any  information 
provided  by  another  information  content 
provider.”  The  Electronic  Frontier  Founda¬ 
tion  (EFF),  one  of  Section  230's  most  ar¬ 
dent  proponents,  says  it  “preempts  any 
state  laws  to  the  contrary.” 

Paul  Alan  Lev’v",  a  prominent  internet 
authoritv"  and  attorney  at  Public  Citizen  Lit¬ 
igation  Group,  a  nonprofit  consumer  advo¬ 
cacy  organization  in  Washington,  D.C., 
declares:  “What  Congress  said  back  in  1996 
was  that  to  encourage  the  development  of 


—  JOEL  ACHENBACH/Blog  Humor 
Columnist,  The  Washington  Post 
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lancers,  “are  edited  as 
the  paper  is  edited.” 

—  SCOTT  CLARK/VR  Houstonchronicle.com 


with  regard  to  blogs. 

—  BRUCE  E.H.  JOHN^N/Attorney,  Davis 
'  '  Wright  Tremaine  LLP 


the  Internet  as  a  means  of  communication, 
people  who  otter  interactive  computer  serv  ¬ 
ices  should  not  bear  the  liabiliU'  for  nast\’ 
comments  posted  by  other  people. 

"The  act  states  that  people  who  post 
their  own  comments  at  their  online  site 
should  be  responsible  for  that  content,  but 
not  what  they  post  from  others,  and  that 
seems  to  me  the  right  call  to  allow  the  in¬ 
ternet  to  flourish,”  adds  Levy.  “My  view  is 
that  the  editorial  decisions  you  make  about 
whether  to  allow  a  particular  nastv'  com¬ 
ment  to  remain  on  your  board  is  one  for 
you  to  make,  and  you’re  not  liable  for,  ac¬ 
cording  to  Section  230.” 

As  the  EFF  and  others  note,  the  courts  to 
date  have  repeatedly  rejected  attempts  to 
limit  the  scope  of  Section  230  to  "tradition¬ 
al”  Internet  service  providers  (ISPs).  The 
provision  owes  its  e.xistence  to  online  Inter¬ 
net  provider  Prodigv',  arguing  that  it  could 
not  be  a  “family-friendly”  ISP  if  it  faced 
legal  challenges  that  arose  after  it  had 
applied  highly  touted  decency  screening 
processes  to  content  it  disseminated. 

But  Congress  moved  beyond  Prodigv; 
AOL,  and  a  host  of  such  ISPs  and  applied 
Section  230  to  all  interactive  computer 
services,  including  the  Web  sites  of  news¬ 
paper  companies. 

Thus,  argue  the  EFF  and  others:  “Your 
[online  publisher’s]  readers’  comments, 
entries  w  ritten  by  guest  bloggers,  tips  sent 
by  e-mail,  and  information  provided  to  you 
through  an  RSS  feed  would  all  likely  be 
considered  information  provided  by  anoth¬ 
er  content  provider.  This  would  mean  that 
you  would  not  he  held  liable  for  defamato- 
rv’  statements  contained  in  it.”  The  EFF 
duly  notes,  however,  "If  you  selected  the 
third-partv  information  yourself,  no  court 
has  ruled  whether  this  information  would 
be  considered  ‘provided’  by  you.” 

And  that  is  a  big  "however,”  underscores 
Chad  Milton  of  Marsh  Inc.  “I  think  it’s  an  in¬ 
teresting  question  —  and  an  open  question 
—  about  how  this  law  applies  to  third-partv' 


content  on  a  publisher-sponsored  blog. 

“It’s  a  little  hard  to  say  that  just  because 
something  is  online  the  rules  are  different, 
but  a  lot  of  people  say  the  rules  are  differ¬ 
ent  because  of  Section  230,”  he  adds.  When 
Section  230  was  enacted,  “Nobody  thought 
through  whether  it  made  sense  to  treat 
Web  content  differently  from  published 
content.  But  now  people  are  starting  to 
think  about  that.” 

Roman  Modrowski,  who  writes  a  popu¬ 
lar  sports  blog  for  the  Chicago  Sun-Time.s, 
remains  firmly  in  the  "take-no-chances" 
categorv’.  “I  edit  all  of  the  comments  that 
my  blog  generates,”  says  Modrowski, 
adding  that  he  gets  plentv’  of  them.  “If  I 
deem  something  to  be  offensive  or  profane, 
I  won’t  allow  it  to  be  posted.  Sometimes  I’ll 
take  out  any  offensive  words  and  leave  in 
the  rest.” 


When  editing  could  be  unK'ise 

But  here’s  the  really  tricky  part:  What 
happens  when  a  third-partv'  online  com¬ 
ment  is  edited,  even  with  the  best  inten¬ 
tions,  by  the  newspaper’s  online  staff  either 
before  or  after  posting?  Could  a  newspaper 
be  on  the  hook  for  any  libel  charges  be¬ 
cause  it  became  involv  ed  in  a  new,  and 
therefore  changed,  version  of  the  original 
content? 

Or,  if  a  paper  has  a  policy  of  deleting 
obno.xious  or  libelous  posts,  does  that 
necessarily  mean  it  stands  behind  the  ones 
it  misses  or  chooses  to  let  go? 

The  answer,  according  to  some  of  the 
legal  experts:  Any  editing  almost  certainly 
cracks  open  the  "Section  230  Defense” 
door,  with  evervthing  then  depending 
on  how  much  the  original  content  was 
changed  or  altered.  Johnson  calls  this 
“active  editing”:  Even  when  you  soften  the 
language  in  a  post,  sometimes  editors  don’t 
go  far  enough,  or  add  wording  that  actually 
makes  matters  worse. 

,Says  Levy  at  Public  Citizen,  offering 
an  e.xtreme  example:  A  case  where  a  third- 


When 

they 

click  this 
button, 
they 
leave 
your  site. 


What 
yahoo 
came  up 
with  that 
strategy? 


o 


^ncujsgotor 

Call  us:  1.877.RSS.NGPL 

Email  us:  sales@newsgator.com 
www.newsgator.com/PrivateLabel2.aspx 


www.eclitordndpubiisher.com 


.vuc:usr  2006  editor  &  pi  blisher  23 


Courtiw^  blo^s 


Legal  cases  are  a  mixed  bag 


BY  STEVE  YAHN 

An  increasingly  significant 

legal  question  has  emerged:  Does 
Section  230  (see  main  story)  pro¬ 
tect  online  publishers  from  revealing  the 
names  of  any  of  the  many  anonymous 
third-party  posters  who  are  filling  the 
blog  pipelines  at  mainstream  newspapers 
and  elsewhere? 

As  in  many  other  aspects  of  blog  law, 
the  prevailing  opinion  is  that  Section 
230  strongly  rises  to  the  defense.  In  one 
of  the  most  notable  legal  cases  involving 
a  newspaper  —  John  Doe  I  v.  Cahill  in 
Delaware  —  the  Supreme  Court  there 
ruled  that  online  publishers  did  not  have 
to  reveal  the  names  of  third-party 
posters. 

Last  fall,  that  court  reversed  a  lower 
court  decision  requiring  an  Internet 
service  provider  to  disclose  the  identity 
of  an  anonymous  blogger  who  verbally 
attacked  a  local  elected  official.  Those 
justices  said  that  a  Superior  Court  judge 
should  have  required  Smyrna  town  coun¬ 
cilman  Patrick  Cahill  to  make  a  stronger 
case  that  he  and  his  wife  had  been  de¬ 
famed  before  ordering  Comcast  Cable 
Communications  to  disclose  the  identities 
of  four  anonymous  posters  to  a  blog  oper¬ 
ated  by  Independent  Newspapers  Inc., 
publisher  of  the 
Delaware  State  News. 

In  invoking 
“heightened  stan¬ 
dards”  of  protection 
for  the  anonymous 
blogger.  Chief 
Justice  Myron  Steele 
declared  that  the  In¬ 
ternet  was  a  “unique 
democratizing  medi¬ 
um  unlike  anything 

that  has  come  before.”  Added  Steele:  “We 
are  concerned  that  setting  the  standard 
too  low  will  chill  potential  posters  from 
exercising  their  First  Amendment  right 
to  speak  anonymously.  The  possibility  of 
losing  anonymity  in  a  future  lawsuit  could 
intimidate  anonymous  posters  into  self- 
censoring  their  comments  or  simply  not 
commenting  at  all.” 

Specifically,  under  the  standards 
adopted  by  the  Delaware  Supreme  Court, 
a  plaintiff  must  first  try  to  notify  the 


anonymous  poster  that  he  is  the  subject 
of  a  subpoena  or  request  for  a  court  to 
reveal  his  identity. 

Further,  the  poster  should  be  allowed 
time  to  oppose  the  request.  The  plaintiff 
at  that  point  would  have  to  present  pri- 
ma-facie  evidence  of  defamation  strong 
enough  to  overcome  a  summary 
judgment  motion. 

David  Finger,  a 
Wilmington,  Del., 
attorney  whose 
practice  includes 
First  Amend¬ 
ment/media  law 
work  for  such 
clients  as  Copley 
Press  Inc.,  Reuters, 
and  The  Philadel¬ 
phia  Inquirer  (he 
also  represented 
Doe  1  in  the  Cahill 
case)  points  out  that  the  Delaware 
Supreme  Court  is  a  high-profile  court 
because  of  all  the  corporate  law  that  is 
handled  in  the  state. 

However,  beyond  Cahill  and  a  similar 
case  in  New  Jersey  —  Dendrite  Interna¬ 
tional  V.  Doe  —  this  legal  playing  field 
is  little  tested. 

Proponents  of  a  more  balanced  legal 
view  of  this 
issue  point 
to  the  case  in 
Pennsylvania, 
Klehr  Harrison 
Harvey 
Branzburg ^ 
Ellers  LLP  v. 
JPA  Develop¬ 
ment.  In  that 
case.  Common 
Pleas  Judge 

Albert  W.  Sheppard  Jr.,  after  carefully 
noting  “heightened  standard”  protections 
for  the  democratizing  power  of  the 
Internet  (built  into  Cahill  and  Dendrite), 
concluded  that  traditional  standards 
of  weighing  a  blogger’s  right  to  free 
speech  versus  a  plaintiff’s  concerns  about 
defamation  were  enough  to  test  whether 
an  anonymous  blogger’s  identity  was 
required  to  be  revealed. 

At  the  conclusion  of  his  opinion.  Judge 
Sheppard  cited  a  law  review  by  Michael 


‘^Settingthe  standard  too 
low  will  chill  potential 
posters’"  from  offering 
comments  anonymously. 

—  MYRON  STEELE 

Chief  Justice,  Delaware  Supreme  Court 


Shaping  the  world  of  media  liabil¬ 
ity  for  blogs:  Delaware  attorney 
David  Finger,  above,  and  adjunct 
professor  Michael  S.  Vogel 


S.  Vogel,  an  adjunct  professor 
of  law  at  the  University  of 
Illinois,  which  stated: 

“Though  well  intentioned,  the 
rush  to  apply  new  standards 
[to  discovery  issues  related  to 
anonymous  posters  to  the  Internet] 
should  be  slowed.  The  threat  to  core  First 
Amendment  free  speech  rights  from  too 
readily  identifying  anonymous  speakers 
is  real,  and  should  be  taken  seriously 
in  the  courts. 

“At  the  same  time,  however,”  Judge 
Sheppard  noted,  “the  new  standards 
offer  little  real  protection  for  anonymous 
speech  beyond  what  the  courts  can  pro¬ 
vide  under  existing  rules.  In  exchange  for 
this  limited  benefit,  however,  the  grafting 
of  new  tests  onto  existing  rules  threatens 
to  compromise  the  values  protected  by 
other  constitutional  provisions,  including 
due  process,  equal  protection,  and  the 
right  to  a  trial  by  jury.” 

The  full  libel  action  was  later  settled 
out  of  court. 

Nevertheless,  Public  Citizen’s  Paul 
Alan  Levy  says  that  Judge  Sheppard’s 
opinion,  which  now  stands  as  new 
grounds  for  legal  argument  in  Internet 
legal  cases,  was  “unfortunate.”  He  adds, 
“In  general,  I  thought  it  overestimated 
the  problems  that  would  be  created 
by  following  the  Dendrite  and  Cahill 
approaches  and  underestimated  the 
problems  that  would  be  caused  by  follow¬ 
ing  his  approach.  I  think  Dendrite  [in 
New  Jersey]  and  Cahill  [in  Delaware] 
have  worked  well  in  the  states  in  which 
they’ve  been  used.” 
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party  posting  was  edited  and  what  was 
done  was  that  wording  was  changed  from 
“got  money  from  the  bank  mysteriously” 
to  “may  have  embezzled  money  from  the 
bank.”  If  you  add  content  in  such  a  manner, 
you  may  have  some  difficulty  hiding  behind 
the  defense  of,  ‘Oh,  I  was  just  editing  here.’” 

Given  newspapers’  historic  role  as  a 
powerful,  responsible  voice  in  the  commu¬ 
nities  they  serve,  shouldn’t  they  find  ways 
to  edit  reader  blogs,  third-party  postings, 
and  forum  comments  on  their  online  sites? 
More  and  more,  the  word  at  newspaper 
online  sites  is  not  to  “edit”  this  third-party 
commentary,  but  rather  “monitor”  it.  Vari¬ 
ous  means  of  monitoring  are  emerging. 

They  include  prominently  posting  clear 
but  legally  non-binding  (for  the  newspaper, 
that  is)  “user  behavior”  statements  for 
third-party  comments;  mechanisms  that 
allow  viewers  to  notify  a  newspaper’s  on¬ 
line  site  about  reputed  errors,  omissions  or 
potentially  libelous  third-party  postings; 
and  technology-driven  “screens”  against 


The  choice  to 
leave  nasty 
posts  up  on  your 
Web  log '1s  one 
for  you  to  make 
I  and  you’re  not  liable  for, 
according  to  Section  230.” 

—  PAUL  LEVY/Public  Citizen  Litigation  Group 


certain  kinds  of  behavior,  such  as  Washing- 
tonpost.com’s  screening  the  use  of  profane 
language  and  extreme  personal  attacks. 

David  Potts,  a  highly  regarded  interna¬ 
tional  Internet  lawyer  based  in  Toronto, 
stands  on  the  side  of  caution.  He  argues 
that  if  a  third  party  publishes  defamatory 
material  on  a  network  of  computers  of 
some  kind,  and  the  material  is  then  re¬ 
transmitted  via  the  network,  the  owner 
s  and/or  operator  of  the  network  may  be 
i  liable  under  several  scenarios,  if: 

”  •  They  or  their  agents  knew  that  the 

material  was  defamatory,  or: 

•  They  or  their  agents  had  reason  to  be 
suspicious  that  some  or  all  of  the  material 
was  defamatory.  The  nature  and  previous 
history  of  the  newsgroup  or  mailing  group 
where  the  defamatory  material  was  posted, 
the  previous  history  of  the  person  posting  the 
message,  and  reading  the  defamatory  mate- 

I .  . . 


rial  all  are  factors  which  might  arouse  the 
suspicions  of  network  owners  or  operators. 

With  the  e.xplosive  growth  of  the  Inter¬ 
net,  Potts  contends,  the  definitions  of  libel 
and  defamation  are  inevitably  going  to 
grow  in  number  and  variety  (see  sidebar, 
page  24). 

Keeping  it  clean 

David  Finger,  the  Delaware  attorney 
who  represented  “Doe  1”  in  the  Cahill  case, 
suggests  that  newspapers,  under  any  cir¬ 
cumstances,  should  take  one  important 
proactive  step  to  protect  against  potential 
damages  from  third-party  postings. 

“I  recommend  a  prominent  disclaimer  at 
the  top  of  a  newspaper’s  homepage  making 
clear  that  the  site  is  an  open  forum  for  the 
expression  of  public  on  the  issues  of  the  day, 
and  that  the  newspaper  does  not  engage  in 
oversight,  editing  or  approval  of  postings,” 
says  Finger,  “and  that  the  views  expressed 
do  not  necessarily  reflect  the  views  of  the 
newspaper  or  its  staff  or  its  advertisers.” 


—  ROMAN  MODROWSKI/Sports  Blogger. 

Chicago  Sun-Times 
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Among  those  embracing  this  hands-off, 
keep-it-clean  approach  are  washington- 
post.com  and  www.STLtoday.  com,  the  Web 
site  of  the  St.  Louis  Post-Dispatch. 

Washingtonpost.com,  one  of  the  leaders 
in  newspaper  blogging,  recently  took  a  bold 
leap  in  allowing  users  to  post  comments  on 
general  articles,  not  just  blogs.  In  launching 
this  feature,  Jim  Brady,  who  runs  the  site, 
wrote  to  readers,  “As  most  of  you  know',  our 
charge  into  this  interactive  world  has  not 
been  trouble  free,  and  we’ve  had  to  deal 
with  blog  commenters  who  are  more  inter¬ 
ested  in  personal  attacks  and/or  taunting 
than  in  making  persuasive  arguments  and 
conducting  civil  conversations.  So,  we’d  like 
to  ask  those  of  you  who  also  find  that  level 
of  discourse  to  be  an  annoyance  for  help  in 
moderating  the  new  comment  threads.  If 
you  find  a  comment  to  be  out  of  bounds, 
please  report  it  by  clicking  the  ‘Request 
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Removal’  link  that  will  appear  next  to 
every  comment.” 

But  the  site  also  now  features  a  crystal- 
clear  summary  of  its  policy  on  third-partj' 
postings,  with  a  click-through  to  a  full 
statement  of  standards. 

The  summary  reads:  “We  encourage 
users  to  analyze,  comment  on  and  even 
challenge  washingtonpost.com’s  articles, 
blogs,  reviews  and  multimedia  features. 
User  reviews  and  comments  that  include 
profanity  or  personal  attacks  or  other  inap¬ 
propriate  comments  or  material  will  be  re¬ 
moved  from  the  site.  Additionally,  entries 
that  are  unsigned  or  contain  ‘signatures’  by 
someone  other  than  the  actual  author  will 
be  removed.  Finally,  we  will  take  steps  to 
block  users  who  violate  any  of  our  posting 
standards,  terms  of  use  or  privacy  policies 
or  any  other  policies  governing  this  site.” 

At  STLtoday.com,  the  disclaimer  state¬ 
ment  opens  with:  “The  St.  Louis  Post- 
Dispatch  and  STLtoday.com  want  to  foster 
a  spirit  of  community  involvement  and 
conversation.  At  the  same  time,  we  can’t 
have  objectionable  material  on  the  site.  You 
should  also  know  that  we  don’t  edit  or  re¬ 
view  posts  before  they  go  live.  So  we’re  ask¬ 
ing  for  your  help.  In  the  spirit  of  that  free 
exchange  of  ideas,  keep  the  conversation 
clean  and  respectful.” 

Then  the  site,  owned  and  operated  by 
Post-Dispatch  parent  Lee  Enterprises,  gets 
heavy:  “We  expect  that  you  and  others  will 
not  use  our  Web  logs  to  post  objectionable 
posts,  obscenity,  defamatory  remarks,  com¬ 
mercial  messages  or  violations  of  copyright, 
trademark,  or  intellectual  property.” 

But  if  users  insist  on  doing  any  or  all  of 
those  things,  the  Post-Dispatch,  like  other 
papers,  had  better  have  its  legal-defense 
ducks  in  a  row. 

Better  safe  than  sued 

First  Amendment  attorney  Johnson 
and  others  suggest  there  are  two  important 
ways  newspaper  publishers  can  begin  to 
better  address  blog  liability  issues. 

First,  they  should  review  and  quite 
possibly  revise  traditional  ethics  policies 
to  cover  blogs.  They  also  should  examine 
their  insurance  protection  in  the  light  of 
blogs  and  other  new  technology-driven 
mediums  such  as  podcasts,  RSS  feeds,  and 
wireless  dispatches  to  mobile  devices. 

“A  lot  of  this  is  still  under  the  radar 
at  most  newspaper  companies,”  notes 
Johnson.  But  now  is  the  time  to  take 
action,  he  says,  “because  the  law  simply 
hasn’t  developed  in  any  way  to  put  employ¬ 
ers  and  employees  on  a  collision  course 
when  it  comes  to  these  issues.” 


A  first  step  for  newspaper  publishers 
is  to  examine  existing  ethics  policies  or 
guidelines.  “To  the  extent  that  newspapers 
have  ethics  policies,  even  though  these 
policies  were  drafted  before  blogs,  they 
may  address  some  of  these  issues,” 

Johnson  advises. 

The  Los  Angeles  Times  and  The  New 
York  Times,  for  example,  have  gone  so  far 
as  to  create  separate  policies  on  blogs. 
Other  newspapers  have  incorporated 
specific  language  on  blog  policies  as  part 
of  preexisting  ethics  guidelines. 

When  it  comes  to  insurance,  not  much 
has  changed,  other  than  to  perhaps  con¬ 
sider  buying  more  traditional  libel  insur¬ 
ance  —  now  often  called  “media  liability 
insurance,”  which  usually  covers  blogging 
activity,  as  it  covers  every  other  media- 
liability  contingency. 

According  to  Marsh  Inc.’s  Milton,  media 
liability  insurance  covers  libel  in  all  its 
various  forms,  invasion  of  privacy  in  all  its 
variations,  and  copyright/trademark  in¬ 
fringements. 

But  with  the  dramatic  rise  of  blogs  at 
newspapers,  Milton  signals  an  alarm  for 
both  publishers  and  editors,  right  down  to 
day-to-day  line  editing  (or  the  lack  there¬ 
of):  “Insurance  underwriters  are  going  to 
start  asking  questions  about  the  editing 
process  of  blogs.  In  the  normal  insurance 
application,  you’re  asked,  basically,  ‘How 
do  you  manage  content?’  and  this  will 
begin  to  apply  more  and  more  to  blogs.” 

Overall,  legal  and  insurance  experts  are 
doing  their  best  to  caution  publishers 
about  donning  the  proper  gear  before 
soaring  off  into  the  blogosphere.  Johnson 
likes  to  tell  “The  Salami  Story”  in  reference 
to  the  cutting-edge  nature  of  blogs  and 
potential  legal  liabilities. 

“There  was  a  very  interesting  copyright 
case  a  number  of  years  ago  involving  fair 
use,  and  Judge  Pierre  Laval,  then  a  district 
judge  in  New  York,  was  involved  in  the 
case,”  recalls  Johnson.  “Judge  Laval  later 
wrote  about  the  case,  which  went  up  and 
down  the  Second  Circuit,  and,  in  his  com¬ 
ments,  he  said:  ‘It  has  been  e.xhilarating  to 
have  been  at  the  cutting  edge  of  the  law, 
even  though  in  the  role  of  the  salami.’” 

“I  would  urge  publishers  today,”  says 
Johnson,  “to  look  carefully  at  the  cutting 
edge  of  blogs  so  they  can  avoid  becoming 
the  salami  of  the  future.”  [il 


Steve  Yahn,  a  former  executive  editor  of 
E&P,  operates  a  communications  consul¬ 
tancy  in  Croton-on-Hudson,  N.Y.  Jake 
Whitney  is  a  freelancer  who frequently 
writes  about  media  and  medical  topics. 


‘Knight  Ridder  in  play,’ McClatchy 
CEO  Gary  Pruitt  told  his  top  execs 
on  Nov.  1, 2005,  ‘let  the  games 
begin.’ Here’s  what  happened  next. 


BY  JENNIFER  SABA 


ON  Jan.11,  2006,  McClatchy  Co.  CEO  Gary  Pruitt 
boarded  his  company’s  jet  at  McClellan  Airport  in 
Sacramento,  Calif.,  on  a  flight  bound  for  San  Jose. 
Pruitt,  accompanied  by  several  other  McClatchy 
senior  managers  and  a  host  of  accountants  and 
lawyers,  was  headed  to  the  Fairmont  Hotel,  a  stone’s  throw  from 
Knight  Ridder  headquarters. 

The  occasion;  Goldman  Sachs,  the  investment  bank  retained  by 
Knight  Ridder  to  explore  a  possible  sale,  had  set  up  a  series  of  due- 
diligence  meetings  for  interested  parties.  It’s  the  financial  equiva¬ 
lent  of  an  open  house  —  instead  of  inquiring  about  leaky  pipes  or  a 

cracked  foundation,  would-be  buyers  fire  bim  to  put  his  company  —  partly  descend- 
olF  pointed  questions  about  a  company’s  ed  from  a  family  business  launched  in  1892 

infrastructure.  It  was  also  the  first  time  —  on  the  auction  block.  After  the  sale, 

that  Pruitt  would  meet  with  Knight  Ridder  Ridder  told  the  San  Jose  Mercury  News 
Chairman  and  CEO  Tony  Ridder  since  that  the  very  idea  of  losing  Knight  Ridder 

a  shareholder  revolt  in  November  forced  was  “excruciating  even  to  contemplate.” 
the  sale  of  the  company.  But  that  January  dinner  in  San  Jose  was 

After  a  series  of  sessions  on  Jan.  12,  cordial  and  relaxed.  Pruitt  says  he  left 

during  which  some  60  Knight  Ridder  and  that  evening  struck  by  Ridder’s  personal 

McClatchy  executives  discussed  all  aspects  resilience. 

of  the  company  ranging  from  the  Internet  “Even  after  going  through  what  he  had 
to  pension  plans,  Pruitt  and  Ridder  slipped  been  going  through,  he  was  able  at  times 
out  to  dinner,  ditching  the  investment  to  laugh  about  it  and  joke  about  it,”  Pruitt 

bankers  who  had  insisted  on  chaperoning.  recalls.  “It  wasn’t  as  if  he  was  crying  in  his 
The  meal  had  the  potential  to  turn  beer.  He  was  talking  about  life  after  Knight 

unpleasant.  The  past  10  months  had  been  Ridder  if  it  was  going  to  be  sold.  He  was 

unkind  to  Ridder,  and  it  was  not  easy  for  talking  about  bis  other  interests  and  he 
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McClatchy  CEO  Gary  Pruitt  at  The 
Sacramento  (Calif.)  Bee  during  the  midst 
of  the  deal.  He  faced  his  own  set  of 
challenges,  not  the  least  of  which  was 
the  fact  that  his  company  had  never 
attempted  a  transaction  close  to  this  size. 

seemed  not  to  be  harboring  any  animositj’ 
toward  the  shareholders  that  were  asking 
him  to  sell.  I  don’t  know  exactly  how  he  felt, 
but  he  seemed  to  be  handling  it  all  very' 
well  as  far  as  I’m  concerned.” 

Pruitt  faced  his  own  .set  of  challenges, 
not  the  least  of  which  was  the  fact  that 
McClatchy  had  never  attempted  a  transac¬ 
tion  of  this  size.  With  32  daily  newspapers, 
Knight  Ridder  dwarfed  McClatchy’s  opera¬ 
tion  of  12.  And  though  both  CEOs  opened 
the  due-diligence  meeting  remarking  on  the 
similarities  between  the  two  companies’ 
cultures  and  editorial  philosophies,  Sacra¬ 
mento  —  while  nearby,  as  the  crow  flies  — 
still  seemed  like  a  world  away  from  San  Jose. 

For  one  thing,  McClatchy’s  management 
showed  up  for  the  meetings  in  casual  attire 
while  Knight  Kidder’s  team  came  dressed 
in  suits  and  ties.  But  the  awkward  mix-up 
didn’t  deter  McClatchy.  Pruitt  had  a  feeling 
things  were  going  to  go  his  way  when  he 
saw  the  name  of  the  Fairmont  Hotel  confer¬ 
ence  room  where  they  met:  Sacramento. 

Beginning  of  the  end 

The  story  of  Knight  Bidder’s  finale 
begins  in  April  2005,  when  the  KR  board 
started  beating  back  a  group  of  sharehold¬ 
ers  led  by  Private  Capital  Management 
CEO/CIO  Bruce  Sherman.  Knight’s  stock 
had  been  trading  low  for  too  long,  and  its 
three  largest  owners  were  losing  patience. 
Sherman  set  in  action  a  series  of  events  — 
one  never  before  experienced  by  the  news¬ 
paper  industry  —  that  dissolved  one  group 
and  catapulted  another. 

That  month,  Sherman  told  Ridder  to 
sell  the  company.  Ridder  turned  to  Gold¬ 
man  Sachs  as  a  financial  advisor.  The 
board  deflected  Sherman’s  suggestion,  but 
he  persisted  —  and,  eventually,  along  with 
executives  at  Southeastern  Management 
and  Harris  Associates  (Knight  Kidder’s 
second  and  third  largest  shareholders, 
respectively),  he  addressed  the  board  in 
July,  pushing  for  action. 

Knight  Ridder  kept  them  at  bay  by  de¬ 
claring  a  quarterly  dividend,  divesting  the 
company’s  stake  in  the  Detroit  Newspaper 
Partnership,  making  deep  staff  cuts  in 
Philadelphia  and  San  Jose,  and  announc¬ 
ing  a  10  million  share-buyback  program. 
The  shareholders  were  not  appeased,  and 
on  Nov.  1  Sherman  filed  with  the  Securities 
and  Exchange  Commission  an  ugly  letter  to 
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IN  TIME 


A 


the  Knight  Ridder  board  demanding  a  sale. 

Pruitt  was  alerted  to  the  Nov.  1  filing 
by  Credit  Suisse  investment  banker  David 
Weil.  It  was  well  known  that  Knight 
Ridder  was  a  marked  company,  one  of  the 
industry’s  most  vulnerable  since  its  one 
class  of  stock  offered  no  protection  from 
disgruntled  shareholders.  Well  before 
November,  McClatchy’s  shareholders  — 
some  of  whom  held  Knight  Ridder  stock  — 
had  been  complaining  about  that  company’s 
performance  to  McClatchy  management. 

“Investors  will  often  talk  to  us,”  says 
Patrick  Talamantes,  McClatchy’s  vice 
president  of  finance  and  chief  financial 
officer,  “to  get  our  thoughts  on  develop¬ 
ments  within  the  industry.” 

So  it  wasn’t  a  complete  surprise  for 
Talamantes  when  his  Blackberiy'  went  off 
during  a  pleasant  Nov.  1  lunch  in  Sacra¬ 
mento,  delivering  a  brief  message  from 
Gary  Pruitt.  Talamantes  was  eating  with 
Christian  Hendricks,  McClatchy’s  vice 
president  of  interactive  media,  and  Howard 
Weaver,  vice  president/news.  Pruitt’s  e-mail 
carried  the  cryptic  subject  line:  Knight 
Ridder  in  play,  let  the  games  begin. 

The  three  executives  weren’t  quite  done 
with  their  food,  but  they  had  a  hunch  that 
hustling  back  to  the  office  was  a  good  idea. 

“I’d  instantly  thought,  ‘Knight  Ridder 
is  gone,’”  Pruitt  recalls.  “I  know  the  e-mail 
sounded  cavalier,  but  I  didn’t  mean  it  as 
a  joke.  I  just  wanted  to  alert  them  to 
the  news. 

“We  knew  that  Knight  Ridder  had  high- 
quality  papers  in  many  very  good  markets,” 
adds  Pruitt.  “We  also  knew  that  they  had 
some  papers  that  were  struggling  in  some 
less-good  markets.  So  we  knew  it  was 
going  to  be  a  mixed  bag.  And  we  didn’t 
know  if  we  would  be  interested  or  not.” 

He  called  a  quick  staff  meeting  to 
discuss  Sherman’s  letter  —  thev  were 


surprised  to  find  that  PCM  had  addressed 
Knight  Ridder’s  board  back  in  July  —  and 
kick-started  a  general  analysis  of  Knigbt 
Ridder.  Two  days  later.  Southeastern 
Management  and  Harris  Associates  filed 
forms  with  the  SEC  backing  Private  Capital 
Management. 

“I  don’t  think  people  felt,  ‘Ah,  this  is  it, 
we  are  going  to  move  aggressively,”’  says 
Pruitt.  “I  think  we  felt  that  this  would  only 
work  if  the  vast  majority  of  markets  were 
attractive  to  us.” 


looked  at  a  very  high  level  a  combination 
of  what  Knight  Ridder/McClatchy  might 
look  like.  We  basically  did  what  we  needed 
to  do  internally  to  get  warmed  up  in  case 
something  developed. 

“At  no  time  were  we  actively  hoping  or 
desiring  for  Knight  Ridder  to  go  through 
this,”  he  notes.  “But  if  they  would  have  to, 
we  certainly  wanted  to  be  ready.” 

It  wasn’t  long.  On  Sunday,  Nov.  13, 
Knight  Ridder  executives  held  a  board 
meeting  and  announced  that  it  was  “ex¬ 
ploring  strategic  options.”  Ridder  had  been 
backed  into  a  corner.  If  he  didn’t  put  the 
company  on  the  block,  it  was  only  a  matter 
of  time  before  shareholders  would  take 
over  the  board.  A  few  days  before  the  an¬ 
nouncement,  Sherman  indicated  through 


Gearing  up  for  the  ‘games’ 

In  those  early  days  of  November, 
McClatchy  used  public  information  and 
reams  of  market  data  to  “study  up  on 
Knight  Ridder,”  Talamantes  explains.  “We 


■  Bruce  Sherman  of  Private  Capital 
Management  (PCM),  Knight  Bidder's 
largest  shareholder,  initiates  a  series  of 
conversations  with  KR  Chairman/CEO 
Tony  Ridder  expressing  "dissatisfaction” 
with  the  company's  shares.  He  suggests 
that  Ridder  sell  the  company. 

■  Knight  Ridder  retains  Goldman  Sachs 
as  its  financial  advisor. 

April  26:  The  board  discusses 
PCM's  recommendations,  and  decides 
not  to  sell. 


July  19:  Sherman,  Mason 
Hawkins  of  Southeastern 
Management,  and  William 
Nygren  of  Harris  Associates 
separately  address  the  board 
about  the  state  of  Knight 
Ridder’s  stock  and  push 
for  a  sale.  Knight  Ridder 
board  members  rebuff 
the  suggestion. 


June  30: 
Sherman 
requests  to 
speak  to  Knight 
Bidder's  board. 


Knight  Ridder 

in  the  Detroit  ||pl 

Knight  Ridder  Knight  Ridder  divests 

announces  a  fbe  Detroit  Free  Press, 

plan  to  buy  above,  to  Gannett, 

back  up  to  10  million  shares  over  the  next  six  to 
nine  months;  the  company  purchases  5  million 
from  Goldman  Sachs. 


Knight  Ridder 
CEO  Tony  Ridder 


April  2005 


.August 


/ 


1 
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another  SEC  filing  that  he  planned  to 
nominate  a  slate  of  directors. 


“By  2007,  it  would  have  been  over,” 
Bidder  told  The  New  York  Times'  Katherine 
Seelye.  “If  I  thought  there  was  any  way  to 
avoid  this  outcome,  if  I  could  win  the  elec¬ 
tion  on  the  three  directors,  I  absolutely 
would  have  done  that.  But  there  was  not  a 
single  board  member,  not  a  single  adviser, 

;  who  said,  ‘You  have  a  chance  to  win  this 
*  election.’” 

5  On  Nov.  16,  McClatchy  retained  Credit 
I  Suisse’s  Weil  as  an  advisor.  The  company 
E  had  worked  with  Weil  before,  in  prelimi- 
;  nar>'  research  on  a  possible  Freedom 
3  Communications  deal  in  June  2003, 

5  but  pulled  out  at  the  very  beginning  of 
£  the  process. 


Senior  McClatchy  execs  meet  June  28  at 
the  end  of  the  process:  from  left,  Heather 
Fagundes,  VP/human  resources;  Howard 
Weaver,  VP/news;  Karole  Morgan-Prager, 
VP/general  counsel  and  corporate  secretary; 
Gary  Pruitt;  Patrick  Talamantes,  VP/finance 
and  CFO;  and  Robert  J.  Weil,  VP/operations. 


By  Nov.  23,  Goldman  Sachs  had  reached 
out  to  34  parties,  including  the  McClatchy 
Co.  This  too  was  a  landmark  for  Mc¬ 
Clatchy:  Back  in  the  late  1990s,  the  Cowles 
family  had  retained  Goldman  Sachs  when 
they  put  the  Minneapolis  Star  Tribune  on 
the  block.  The  investment  bank,  in  that 
case,  considered  McClatchy  small-fry. 

“I  was  told  we  were  not  big  enough  to 
participate,”  says  Pruitt.  “But  we  fought 
our  way  in.  But  in  the  [Knight  Bidder] 
case,  we  figured  we  would  be  contacted.” 

Goldman  had  sent  a  fax  to  Pruitt  to  see  if 
McClatchy  would  be  interested.  McClatchy 
responded  and,  after  a  few  days  of  back 
and  forth  about  the  details  of  the  non¬ 
disclosure  agreement,  executives  signed. 
Twenty  other  parties  did  the  same. 

“McClatchy  and  every  other  bidder  who 
signed  had  agreed  in  writing  not  to  contact 
people  at  Knight  Bidder,”  explains  Karole 
Morgan-Prager,  McClatchy ’s  vice  president, 
general  counsel,  and  corporate  secretary. 
“All  communication  goes  through  the 
investment  banker.” 

A  few  days  later,  Knight  Bidder  provided 
what  is  typically  called  a  “book”  —  some 
financial  data,  descriptions  of  the  newspa¬ 
pers,  operations,  and  assets.  Talamantes 
says  that  Knight  Bidder’s  information 
packet  wasn’t  terribly  helpful.  It  included 
some  financial  details  on  the  company’s 
larger  markets,  which  gave  McClatchy  a 
sense  of  the  operating  cash  flow  for  those 
papers,  but  that  was  about  it. 

Stuck  in  a  holding  pattern,  McClatchy 


had  to  gather  more  information  on  Knight 
Bidder  in  order  to  prepare  for  a  presenta-  ! 
tion  to  its  own  board  during  a  regularly 
scheduled  meeting  on  Nov.  30.  Pruitt  had 
talked  to  several  directors  and  sent  out 
memos  before  the  gathering,  keeping  them 
apprised  of  Knight  Bidder’s  situation. 

“They  were  all  ver>’  interested  in  what 
was  going  on  and  wanted  to  learn  all  they 
could  about  it,”  Pruitt,  who  also  serves  as 
McClatchy’s  chairman,  says  about  the 
board.  Larry  Jinks,  a  McClatchy  director, 
had  an  extensive  37-year  career  with 
Knight  Bidder,  and  was  publisher  of  the  ! 

San  Jose  Mercury  News.  Pruitt’s  predeces-  1 
sor,  Erwin  Potts,  had  also  been  a  Knight  .  | 
Bidder  executive.  The  board  was  initially  j  j 
interested  in  Knight  Bidder’s  dilemma  — 
not  because  of  a  potential  acquisition,  but 
primarily  because  it  was  a  “hostile  attempt  , ; 
to  force  a  newspaper  company  to  sell,”  i 

Pruitt  says. 

By  the  end  of  the  first  board  meeting, 
management  successfully  persuaded  direc¬ 
tors  that  it  wasn’t  impossible  for  a  minnow 
to  swallow  a  whale.  “They  felt  as  though 
we  could  actually  do  it,”  says  Talamantes, 
who  added  they  authorized  McClatchy 
to  submit  an  initial  indication  of  interest 
for  the  first  round. 

After  the  board  gave  a  green  light, 
executives  at  McClatchy  worked  with 
Credit  Suisse,  building  acquisition  models 
until  Knight  Bidder  opened  its  doors 
with  more  information. 

Meanwhile,  if  any  party  wanted  to  ad¬ 
vance  in  negotiations  with  Knight  Bidder, 
it  had  to  submit  a  non-binding  bid,  which 
Pruitt  says  could  have  been  either  a  precise 
number  or  a  ballpark  figure.  On  Dec.  9, 
McClatchy  faxed  to  Goldman  a  price  range 
for  the  sale  (within  which  the  final  price 
eventually  fell). 

The  lag  allowed  Pruitt  to  take  off"  a  few 


:  Nov.  1:  PCM  sends  a  letter  to 
the  KR  board  calling  for  the  sale 
!  of  the  company,  and  suggests  a 
hostile  takeover  by  changing  the 
^  board.  McClatchy  CEO  Gary 
Pruitt  alerts  an  executive  team 
[  at  lunch,  begins  strategizing. 

.  Nov.  3:  Harris  Associates 
[  and  Southeastern  Management 
]  back  PCM. 

1  Nov.  lO:  PCM  files  with  the 
:  SEC  that  it  is  reviewing  Knight 
Ridder's  corporate  governance  to  nominate 
a  slate  of  directors. 


PCM’s  CEO  Bruce 
Sherman 


Nov.  13:  Knight  Ridder  holds  a  board 
meeting  to  discuss  major  shareholder 
actions;  announces  it  is  exploring 
“strategic  alternatives.” 

Nov.  16:  McClatchy  retains  Credit  Suisse 
as  a  financial  advisor. 

Nov.  23:  Goldman  Sachs  contacts  34 
parties  about  a  potential  Knight  Ridder 
bid;  21  sign  confidentially  statements, 
including  McClatchy. 

Nov.  30:  McClatchy's  board  meets  to 
discuss  its  Knight  Ridder  bid. 


_ : _ 

November 


Dec.  9: 

A  dozen  parties 
express  interest 
in  Knight  Rid¬ 
der.  McClatchy 
submits  a 
preliminary  bid. 
Dec.  25: 
Pruitt  travels 
with  his  family 
to  Mexico  for 
Christmas. 


f 

December 


Jan.  12:  McClatchy  execs  attend  due-dili¬ 
gence  meetings  in  San  Jose,  and  tell  Knight 
Ridder  the  company  intends  to  sell  some 
papers.  Pruitt,  Ridder  meet  alone  for  dinner. 
Jan.  24:  McClatchy  executives  present 
the  results  of  the  Knight  Ridder  due- 
diligence  meeting  to  its  board. 

Jan.  29:  Knight  Ridder  board  postpones 
its  annual  meeting  scheduled  for  April  18. 


January  2006 
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days  around  Christmas.  His  family  traveled 
to  the  Four  Seasons  resort  in  Punta  Mita, 
south  of  the  border.  “We  were  working 
intensely  and  then  I  was  going  to  take  this 
break  and  get  away  to  Mexico,”  Pruitt  says. 
“Lo  and  behold,  our  investment  banker 
is  staying  at  the  same  place.” 

Weil,  too,  wanted  an  escape,  and  inad¬ 
vertently  landed  in  the  same  Pacific  town 
where  the  Pruitt  family  was  lodging.  Pruitt 
says  he  resisted  talking  shop:  “I  figured 
his  wife  would  be  upset.” 

Getting  to  know  you 

During  the  first  week  of  January,  Knight 
Ridder  opened  its  data  room,  an  actual 
room  usually  located  on  the  premise  of  a 
property  up  for  sale.  Bidders  show  up 
with  a  team  of  lawyers  and  accountants 
and  bankers  and  weed  through  the  finan¬ 
cial  information. 

Typically,  such  groups  get  a  set  amount 
of  time  to  access  the  room.  But  Knight 
Ridder  decided  to  maintain  a  data  room 
online,  allowing  McClatchy  password- 
protected  access. 

Weaver  explains  that  everything  is  kept 
on  this  site;  labor  contracts,  consultant 
contracts,  pay  scales,  health  benefits, 
pension  plans,  and  every  tiny  little  piece  of 
information  about  the  inner  workings  of  a 
company.  He  used  the  site  to  determine 
Knight  Ridder  s  newshole  trend.  “If  we 
bought  a  paper  that  five  years  ago,  let’s  say 
it  had  a  100,000  inches  of  newshole  and  it 
had  lost  10%  a  year  for  five  years  and  now 
it  was  at  50,000  —  I  would  know  going  in, 
there  would  be  a  lot  of  pressure  for  us  to 
increase  that,”  he  explains.  “It  would  be 
expensive  for  us  if  we  bought  it.” 

McClatchy  was  the  first  company 
penciled  in  for  the  meetings  in  San  Jose  on 


Tony  Ridder  sips  a  glass 
of  water  at  the  start  of 
the  final  Knight  Ridder 
shareholders’  meeting, 
held  June  26  at  the 
Fairmont  Hotel  in 
San  Jose,  Calif. 


Jan.  12  and  Jan.  13. 

After  Ridder  and 
Pruitt  addressed  the 
group,  management 
broke  out  and  con¬ 
ducted  mini-meetings 
at  the  convention 
center  attached  to  the 
hotel.  That’s  where 
Pete  Carey,  the  busi¬ 
ness  reporter  for  the 
San  Jose  Mercury 
News,  “was  stalking 
us,”  says  Weaver. 

They  didn’t  shoo 
Carey  away.  “Knight 
Ridder  was  good 
about  it,”  Pruitt  says. 

“They  said,  ‘Look, 
there’s  a  reporter 
out  there,  he’s  doing 
his  job,  he’s  a  good 
reporter.’” 

During  those  sessions.  Weaver,  for 
instance,  met  with  his  Knight  Ridder 
counterpart  Carole  Leigh  Hutton,  vice 
president  of  news.  He  used  the  opportunity 
to  get  more  details  on  documents  on  the 
data  site  or  to  clarify  information.  “Suppose 
25  of  the  32  editors  were  within  two  years 
of  retirement,”  Weaver  says.  “You  would 
need  to  know  that.” 

Pruitt  sat  in  on  the  meetings  concerning 
news,  the  Internet,  and  operations.  At 


the  end  of  each  day,  McClatchy  convened 
and  people  reported  back  what  they  had 
learned  so  that  they  could  follow  up  with 
additional  questions. 

The  atmosphere  at  the  meetings,  while 
“surreal”  as  Talamantes  describes  it,  was 
friendly,  collegial,  and  professional.  “Here 
they  were  not  wanting  to  be  there,  doing 
their  best  to  show  us  what  their  company  is 
capable  of,”  he  says.  “It  was  very  difficult  for 
them.  They  did  a  fantastic  job  of  walking 


Feb.  17:  A  form  of  merger 
agreement  is  distributed  to 
potential  bidders,  including 
McClatchy. 

Feb.  21:  Final  bid 
instructions  are  sent  out 
with  a  March  9  deadline. 

Feb.  24:  Knight  Ridder 
conducts  due  diligence  of 
McClatchy  in  Palo  Alto.  During 
the  presentation,  McClatchy 
does  not  disclose  the  list  of  12 
papers  it  intends  to  sell. 


_ 

February  2006 


March  2:  McClatchy  updates  its  board 
on  a  possible  Knight  Ridder  bid;  financial 
advisors  provide  a  valuation  analysis. 
March  3:  Goldman  Sachs  contacts  other 
possible  bidders:  two  drop  out. 

March  5:  Knight  Ridder  board  meets 
to  discuss  alternatives  to  a  sale. 

March  7:  Knight  Ridder  receives  a 
financing  commitment  letter  from  McClatchy. 
March  9: 

■  McClatchy  board  meets;  approves  bid. 

■  Knight  Ridder  receives  final  bid  from 
McClatchy,  and  learns  that  McClatchy 
plans  to  sell  12  Knight  Ridder  papers. 

■  A  consortium  of  private-equity  investors 
underbids  McClatchy  and  asks  Knight 


Ridder  for  more  time  to  conduct  due 
diligence. 

■  Knight  Ridder  management  and  advisors 
meet  to  discuss  the  two  bids. 

March  10: 

■  Goldman  Sachs  asks  McClatchy 
to  increase  its  bid  and  discusses 
the  12  divestitures  with  Gary  Pruitt. 

■  Knight  Ridder  board  meets  to  consider 
McClatchy's  bid  and  other  alternatives, 
including  a  leveraged  recapitalization. 

■  Pruitt  and  team  fly  to  New  York. 

■  Knight  Ridder  board  unanimously 
authorizes  the  sale  of  the  company 
to  McClatchy. 


March  12: 

■  McClatchy  executives  finalize  a  press  re¬ 
lease  about  the  Knight  Ridder  acquisition. 

■  Tony  Ridder  and  Pruitt  meet  alone  to  hash 
out  final  details. 

March  12: 

■  Knight  Ridder  board  meets:  Goldman 
Sachs  and  Morgan  Stanley  offer  opinions. 

■  Knight  Ridder  board  unanimously  ap¬ 
proves  McClatchy  purchase;  McClatchy 
board  unanimously  approves  the  deal. 

March  13:  McClatchy  and  Knight 

Ridder  issue  a  press  release. 

March  24:  Knight  Ridder  board  lowers 

voting  requirement  to  80%  for  shareholder 

approval,  due  to  the  12  divestitures. 


♦ 

- ^ - 

March 


M 


32  EDITOR& PUBLISHER  AUGUST  2006 


www.editorandpublisher.com 


Pruitt  says,  "When  Pulitzer  decided  to 
sell”  in  November  2004,  “I  imagine  they 
had  reached  that  decision  on  their  o\mi  and 
prepared  for  it  over  a  long  period  of  time. 
Knight  Ridder  had  this  forced  upon  them.” 

Divestiture  blues 

During  this  entire  process  from  Novem¬ 
ber  on,  McClatchy  was  trying  to  determine 
which  Knight  Ridder  papers  it  would  keep 
and  which  ones  it  would  jettison.  The  end 
result,  Tony  Ridder  w'ould  later  say,  was  the 
most  painful  aspect  of  the  whole  process. 

Many  companies  base  an  acquisition 
on  the  newspaper  itself.  The  market  is 
always  considered  at  some  point,  but  with 
McClatchy,  it’s  one  of  the  first  things  consid¬ 
ered.  Every  McClatchy  executive  interviewed 
for  this  story  said  the  same  thing  about  the 
company’s  acquisition  strategy:  “We  can 
change  a  newspaper.  We  cannot  change 
a  market.” 

In  all,  there  were  12  Knight  Ridder  mar¬ 
kets  that  didn’t  make  the  cut:  Philadelphia; 
San  Jose;  Akron,  O’nio;  Wilkes-Barre,  Pa.; 
Aberdeen,  S.D.;  Grand  Forks,  N.D.;  Ft. 
Wayne,  Ind.;  Contra  Costa,  Calif.;  Monterey, 
Calif;  Duluth,  Minn.;  and  St.  Paul,  Minn. 

Right  off  the  bat,  McClatchy  knew  it 
couldn’t  keep  the  St.  Paul  Pioneer  Press 
due  to  regulatory  issues.  Since  the  compa¬ 
ny  owns  the  Star  Tribune  in  Minneapolis, 
the  Department  of  Justice  would  never  let 
it  fly.  Neither  would  Knight  Ridder  or 
Goldman  Sachs. 

McClatchy  also  knew  it  needed  to  shed 
the  high-profile  Philadelphia  Inquirer  and 
Philadelphia  Daily  News:  “I  don’t  think 
we  decided  definitely  early  on,  but  it  was 
highly  probable  we  would  look  to  divest 
them,”  Talamantes  says.  “The  others  took 
longer  to  develop.  We  didn’t  really  make 


decisions  about  those  other  papers  until 
January  or  February.” 

That  list  ultimately  would  grow.  “What 
really  played  a  primaiy-  role  was  looking  at 
the  individual  market-growth  characteris¬ 
tics  and  how  they  could  play  out  within 
McClatchy,”  Talamantes  explains.  “Once  we 
started  to  develop  the  divestiture  list  and 
started  to  remove  those  papers  from  the 
overall  portfolio,  what  began  to  develop 
was  a  picture  of  Knight  Ridder  that  had 
very  strong  markets  that  were  growing 
almost  as  quickly  as  McClatchy. 

“We  began  to  focus  on  those  markets 
and  get  more  excited  about  the  opportuni¬ 
ty,”  he  adds.  “It  was  dependent  upon  our 
ability  to  divest  those  other  papers.” 

McClatchy  says  it  did  not  contact  other 
parties  who  might  be  interested  in  the 
12  papers  until  they  cinched  the  Knight 
Ridder  deal.  But  Credit  Suisse’s  Weil 
had  a  knack  for  knowing  what  would  be 
attractive.  Talamantes  says,  “Certainly 
we  know  a  lot  of  people  in  the  industry, 
and  have  a  sense  of  the  appetite  of  various 
individuals.  We  felt  pretty  confident  we 
could  sell  the  newspapers.” 

MediaNews  Group  eventually  landed 
several  of  them  partly  because  it  had 
a  leg  up  on  the  process.  The  company 
had  completed  due  diligence  before  other 
interested  parties. 

Almost  all  the  papers  on  the  list  were 
union  shops,  but  McClatchy  insists  guild 
contracts  didn’t  play  into  the  decision.  “If  a 
paper  was  in  a  market  that  had  unions,  we 
would  be  keeping  it  —  if  it  was  a  good  mar¬ 
ket,”  says  Morgan-Prager,  adding  that  the 
Star  Tribune  and  Lexington  (Ky.)  Herald- 
Leader  are  both  union  papers. 

McClatchy  Interactive  vice  president 
Hendricks  has  an  extensive  background  in 


us  through  the  details.  They  really  could 
not  have  been  nicer  or  more  helpful.” 

Talamantes  says  he  had  a  sense  that 
there  was  resentment  on  Knight  Bidder’s 
end  against  PCM’s  Sherman,  but  adds, 
t  “I’m  sure  of  that,  I  just  don’t  know  when 
or  how  I  picked  it  up.” 

■i  Several  Knight  Ridder  senior  executives, 
£  as  well  as  their  Goldman  Sachs  advisor, 

£  Gregory  Lee,  declined  to  speak  to  E&P 
£  for  this  storv. 


June  7:  McClatcliy  agrees  to  sell  the  Akron 
(Ohio)  Beacon  Journal  to  Black  Press  for  $165 
million;  the  American  News  in  Aberdeen,  S.D.. 
to  Schurz  Communications  for  $28  million;  the 
Grand  Forks  (N.D.)  Herald  and  The  News  Tri¬ 
bune  in  Duluth,  Minn.,  to  Forum  Communica¬ 
tions  for  $135  million;  and  The  News-Sentinel 
in  Fort  Wayne,  Ind.,  to  Ogden  for  $92.6  million. 
June  26:  Knigfit  Ridder  shareholders 
agree  to  complete  the  sale  to  McClatchy, 
which  has  agreements  in  place  to  divest  12  of 
the  newspapers.  In  the  final  step,  McClatchy 
agrees  to  sell  The  Times  Leader  in  Wilkes- 
Barre,  Pa.,  to  Richard  Connor  and  HM  Capital 
Partners  for  $65  million. 


April  26:  McClatchy 

agrees  to  sell  the  San  7ose 
(Calif.)  Mercury  News,  Contra 
Costa  (Calif.)  Times,  and  The 
Monterey  County  Herald,  as 
well  as  the5f.  Par// (Minn.) 
Pioneer  Press  in  a  complicated 
deal  led  by  MediaNews  Group 
(involving  Hearst,  Gannett,  and 
Stephens  Media)  for  $1  billion. 


Brian  Tierney,  CEO  of 
Philadelphia  Media 
Holdings,  and  Joe  Natoii 

May  23:  McClatchy  agrees 
to  sell  The  Philadelphia  Inquirer 
and  Daily  News  to  the  Brian 
Tierney-led  group  Philadelphia 
Media  Holdings  for  $562  million. 


James  Crutchfield,  publisher  of  the  Akron 
Beacon  Journal,  announces  to  employees  that 
McClatchy  has  sold  the  paper  to  Black  Press. 


i  April 
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market  research  and  was  heavily  involved 
in  gathering  data  used  to  determine  the 
newspaper  lineup.  He  said  they  looked  at 
a  lot  of  different  functions,  among  them 
household  and  population  growth,  as  well 
as  retail  sales. 

“It’s  almost  like  you  have  the  wind  at  your 
back  if  you  can  operate  in  growth  markets 
as  opposed  to  operating  in  flat  or  declining 
markets,”  he  explains,  adding  the  markets 
have  to  grow  faster  than  the  U.S.  average. 

McClatchy  could  have  easily  ticked  off 
papers  on  the  acquisition  list  since  the 
company  started  doing  market  research 
immediately  in  early  November.  “We 
were  able  to  form  some  opinions  on  some 
markets,”  says  Talamantes,  “but  they  were  by 
no  means  conclusive  because  we  wanted  to 
see  what  else  we  could  gather  ff  om  [  Knight 
Kidder’s]  data  room  or  from  operating 
executives  in  January.”  ! 

There  was  no  threshold  in  terms  of  indi-  l 

vidual  newspaper  operating  margins;  rather,  i 
extensive  conversations  with  KR’s  manage¬ 
ment  and  the  financial  data  confirmed  the 
market  statistics. 

Talamantes  explains  that  neither  San  Jose 
nor  Contra  Costa,  for  example,  met  their  i 
company’s  standard  for  growth,  and  the 
papers  were  tied  by  national  advertising  ! 


links.  “To  sell  one  without  the  other  would 
not  make  a  whole  lot  of  sense,”  he  says. 

Adds  Weaver:  “I  had  no  idea  whether 
Belleville  or  State  College  or  Wichita  was 
going  to  wind  up  on  which  side  of  the  list.  I 
told  several  people  in  the  process  that  it  was 
clear  from  the  beginning  we  were  not  picking 
a  journalistic  all-star  team,  because  if  they 
had  asked  my  advice  on  that,  certainly  we 
would  have  kept  Philadelphia  and  San  Jose. 

“I  would  love  to  have  those  journalists 
working  for  McClatchy,”  Weaver  says. 

“I  would  be  thrilled.  Knowing  that  we 
couldn’t  was  definitely  a  disappointment  to 
me.  Do  I  understand  why  we  had  to  do  it 
that  way?  Absolutely.  Do  I  support  it? 
Absolutely.  I  don’t  want  to  put  the  other 
McClatchy  newsrooms  at  risk.  That  would 
not  be  a  smart  or  honorable  thing  to  do.” 

Lining  up  the  ducks 

The  final  list  had  been  essentially  com¬ 
pleted  by  the  second  meeting  McClatchy 
executives  had  with  Knight  Kidder.  On 
Feb.  24,  three  days  after  the  final  instruc¬ 
tions  had  been  sent  out  to  bidders,  Pruitt, 
Talamantes,  Morgan-Prager,  and  Hen¬ 
dricks  flew  to  Palo  Alto  and  presented 
to  Knight  Kidder  executives  and  two  of 
its  board  members,  Ken  Oshman  and 
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Kiithleen  Feldstein.  Since  McClatchy’s  bid 
involved  stock,  Knight  Kidder  needed  to 
conduct  some  due  diligence  of  its  own. 

According  to  Pruitt,  by  that  time  Mc¬ 
Clatchy  had  firmly  decided  to  unload  nine 
papers  but  executives  were  still  evaluating 
whether  three  California  papers  —  the 
San  Jose  Mercury  News,  the  Contra  Costa 
Times,  and  The  Monterey  County  Herald 
should  be  included.  “Tony  knew  the 
California  papers  were  a  possibility,” 

Pruitt  adds. 

McClatchy  did  not  reveal  the  partial  list 
during  the  formal  presentation.  But  after 
the  meeting,  Pruitt  and  Kidder  had  a 
conversation  during  which  Pruitt  disclosed 
the  nine  papers  McClatchy  wanted  to  sell. 
He  added  that  the  California  papers  could 
also  end  up  on  the  block. 

Knight  Kidder  learned  of  the  final  list 
when  McClatchy  submitted  its  bid  on 
March  9,  which  Morgan-Prager  faxed 
to  Goldman  Sachs  at  2  p.m.  PT. 

Kidder  was  “stunned”  when  he  learned 
from  Goldman  that  the  three  California 
papers  were  added.  He  later  told  the  New 
York  Times  that  he  initially  thought  there 
would  only  be  about  six  papers  divested. 

“I  was  feeling  pretty  good,  and  then,  out  of 
the  blue,  selling  12  of  the  papers,”  Kidder 
told  Carey  at  the  Mercury  News. 

After  submitting  the  bid,  later  that 
evening  Pruitt  played  tennis  with  a  friend. 
“I  was  nervous  because  you  don’t  know 
who  else  is  bidding,  and  you  don’t  know 
what’s  going  to  happen,”  he  says.  “I  didn’t 
sleep  very  well  that  night.  I  called  David 
Weil  to  see  if  he  knew  anything,  and  just 
to  share  my  anxiety.” 

Goldman  Sachs’  Lee  called  Pruitt  on  the 
morning  of  March  10  to  hear  McClatchy’s 
CEO  explain  his  reasoning  for  wanting  to 
sell  12  papers,  especially  San  Jose.  “I  knew 
that  was  a  difficult  issue  for  Tony  personal¬ 
ly  and  for  Knight  Kidder  since  it  was  its 
corporate  headquarters,”  says  Pruitt.  “He 
w  anted  to  know  what  we  were  thinking 
and  why  we  were  thinking  it.”  Kidder 
worked  to  get  San  Jose  and  Contra  Costa 
back  into  McClatchy,  but  McClatchy  stood 
its  ground. 

The  home  stretch 

By  the  afternoon  of  March  10,  Goldman 
had  asked  Credit  Suisse  to  increase  its 
bid  (even  though  McClatchy  was  the  lone 
bidder),  and  Pruitt  received  word  that  he 
and  his  team  should  fly  to  New  York.  They 
touched  down  at  3  A.M.  Saturday  and 
checked  into  the  Waldorf,  which  was  near 
the  offices  of  McClatchy’s  public  relations 
firm  and  temporary  war  room,  Brunswick 
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Meet  the  new  boss;  Pruitt  talks  to  staffers  at  The  Miami  Herald  on  March  14,  2006,  after  the  sale  is  . 


Group.  Many  of  McClatchy’s  team 
members  worked  out  in  the  hotel  gym 
before  heading  over  to  the  offices  late 
Saturday  morning. 

Pruitt  met  with  Ridder  alone  for  a 
couple  of  hours  on  Saturday  night  to  hash 
out  the  final  details.  As  Ridder  recalled  the 
meeting  in  a  JVerc’  York  Times  story,  Pruitt 
opened  by  referring  to  the  12  orphan 
papers,  saying,  “Tony,  I  know  how  unhappy 
you  are,  but  there’s  nothing  I  can  do  about 
it.  The  board  has  decided  it.”  Ridder  told 
Pruitt  he  was  disappointed,  but  understood 
there  was  little  wiggle  room. 

They  discussed  how  they  should  handle 
the  divestitures,  which  Knight  Ridder 
executives  McClatchy  would  keep,  and  how 
and  when  the  deal  would  be  announced. 
Ridder’s  owm  severance  package  had 
already  been  set.  According  to  Pruitt,  it 
wasn’t  an  unpleasant  meeting:  “We  were 
trying  to  get  workable  solutions  to  some 
outstanding  issues  in  the  contract  and 
we  were  able  to  work  them  out.” 

On  Sunday  March  12,  both  the  McClatchy 
and  Knight  Ridder  boards  approved  the 
=  deal.  Pruitt  busily  left  word  with  sharehold¬ 
ers,  investors,  McClatchy  publishers  and 
editors,  and  McClatchy  family  members 
while  the  rest  of  the  executive  staff  went  for 
dinner  in  the  West  Village.  (They  brought 
S  Pruitt  back  a  doggy  bag.) 

“  “It’s  a  huge  moment  and  you  think, 

^  ‘Oh  my  god,”  says  Weaver  when  he  realized 
2  McClatchy  was  going  to  win  Knight 


Ridder.  “As  Pat  and  I  were  driving  to 
dinner  on  Sunday  night,”  Weaver  recalls, 
“he  said,  it’s  so  interesting  how  at  some 
point  you  work  so  hard  to  make  it  happen 
and  you  realize  the  wheels  are  moving. 

Even  if  you  didn’t  want  it  to  happen,  you 
couldn’t  stop  it.  It’s  happening.” 

That  evening  the  New  York  Times  broke 
the  story,  but  didn’t  mention  that  12  papers 
would  shortly  be  back  on  the  block. 

“I  can’t  tell  you  the  number  of  people 
who  told  me  or  e-mailed  me  that  they  went 
to  bed  that  night  happy  only  to  find  out 
the  next  morning  that  we  were  selling  the 
papers,”  Pruitt  says.  He  didn’t  respond  to 
the  hundreds  of  e-mails  he  got  from  Knight 
Ridder  employees,  but  says  he  felt  “terrible” 
about  that  aspect. 

His  own  family,  he  later  told  E^P,  found 
the  whole  thing  “exciting,  and  at  least  my 
younger  daughter  thought  it  was  cool  to  see 
her  father  in  the  newspapers.”  But  Pruitt 
also  said  that  while  he  found  sealing  the 
deal  “nerve-wracking,”  there  was  more 
pressure  in  the  aftermath,  because  he  felt 
he  had  to  execute  and  deliver  for  everyone: 
“for  employees,  for  the  papers,  for  the 
communities,  and  for  the  shareholders.” 

The  aftermath 

On  March  13,  while  McClatchy  execu¬ 
tives  were  busy  hosting  calls  with  analysts, 
investors,  and  the  press,  Tony  Ridder  held 
a  conference  call  with  his  company’s  pub¬ 
lishers  about  the  deal  and  then,  as  the  San 


Jose  Mercury  News  reported, 
“faced  his  corporate  staff, 
telling  them  what  they  knew 
what  was  coming.” 

Speaking  about  life  after 
Knight  Ridder,  Ridder  told 
Carey,  “If  I  don’t  think  of 
something  to  do.  I’m  going  to 
be  retired.”  Asked  what  he 
would  tell  readers  of  the 
Mercury  News,  he  replied: 
“Tell  them  to  stay  tuned.  I 
think  you’ll  see  a  fair  amount 
j  of  interest  in  buving  these 
^  papers.  Once  you  start  split¬ 
ting  them  up,  a  lot  of  people 
can  afford  to  buy  them.” 

Would  he  stay  in  San  Jose? 
“Oh  yeah.  I'm  not  going 
away,”  he  vowed.  “I  really  care 
about  this  place.”  He  advised 
Mercury  News  employees  that 
they  were  in  “a  very  good 
business.  You  people  are  not 
about  to  lose  all  your  jobs.” 
inounced  Ridder  later  told  Carey  he 

was  “actually  pretty  e.xcited  a 
few  days  after  the  announcement”  of  the 
sale.  The  reason?  He  was  trying  to  round 
up  financing  to  purchase  the  three  Califor¬ 
nia  newspapers. 

Ridder  soon  dropped  the  idea  after 
investment  bankers  and  lawyers  advised 
him  against  it.  Such  a  move  was  perceived 
as  a  conflict  of  interest,  since  Ridder  had 
to  run  the  company  for  four  more  months. 

On  March  14,  Pruitt  and  Talamantes 
flew  to  Naples,  Fla.,  to  see  PCM’s  Sherman 
before  heading  over  the  visit  the  Miami 
Herald.  Pruitt  describes  the  meeting  as 
friendly  enough,  “but  like  every  meeting 
with  Bruce,  it  was  intense.”  Talamantes 
remembers  that  the  meeting  was  upbeat 
and  positive,  but  that  Sherman  said  he 
wished  McClatchy  had  paid  more  than 
the  $4.5  billion  in  cash  and  stock. 

McClatchy  announced  agreements  to  sell 
all  12  papers  to  several  different  companies 
or  investors  for  $2.1  billion,  missing  its 
projection  by  only  a  hair.  Knight  Ridder 
shareholders  approved  the  acquisition  on 
June  26,  and  McClatchy  began  the  long 
and  difficult  process  of  integrating  20 
newspapers  into  its  fold. 

Pruitt  told  E^P  at  that  time  he  didn’t 
plan  to  scrap  the  many  positive  aspects  of 
Knight  Ridder,  in  setting  a  goal  of  “getting 
better  in  all  aspects  of  our  operations. 

We’re  going  to  learn  things  from  them  that 
will  improve  our  papers  and  I  hope  that 
they  will  also  benefit  from  being  part  of 
McClatchy,  and  will  improve  as  well.”  0 
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is  a  major  manufacturer,  in  business  since  1874, 
supplying  printing  equipment  to  the  single- 
width,  double-width  and  triple  wide  markets  for 
Newspapers  and  Semi-Commercial  applications.  The  Color 
Top  line  of  shaftless  presses  includes: 

TKS  COLOR  TOP  CENTURY 

Introduced  in  April  2006,  the  Color  Top  Century  (4x2  for¬ 
mat)  is  the  fastest  tower-type  shaftless  web  offset  press 
for  newspapers.  The  press  with  a  print  speed  of  100,000 
copies  per  hour  is  being  installed  at  the  new  Kumiyama 
plant  of  The  Kyoto  Shimbun,  Co.,  Ltd.  in  Japan.  Live  pro¬ 
duction  is  scheduled  to  begin  April,  2007. 

TKS  COLOR  TOP  9000CDH 

Introduced  at  DRUPA  2004,  the  Color  Top  9000  (6  x2 
format)  is  rated  at  90,000  copies  per  hour.  This  design  is 
based  on  the  highly  successful  Color  Top  7000  (4  x  2)  blan- 
ket-to-blanket  technology  and  the  Color  Top  8000,  wide 
web  directory  press.  TKS  technology  has  earned  a  reputa¬ 
tion  for  running  presses  with  70"  and  wider  webs.  The  first 
installation  of  the  Color  Top  9000CDH  is  Mirandela  Artes 
Graficas  in  Lisbon,  Portugal  due  on  production  in  2007. 

TKS  COLOR  TOP  8200CDH  FLOOR  MOUNTED 
RIGHT  ANGLE  PRESS 

Developed  and  installed  in  2003,  the  Color  Top  8200 
(4x2  format)  press  design  minimizes  production  costs.  A 
production  center  in  Japan,  The  Shikoku  Shimbun 
(Newspaper)  Printing  Center  is  proving  that  all  double¬ 
wide  presses  do  not  have  to  be  substructure  mounted.  This 
installation,  which  has  been  running  for  over  two  years, 
has  all  the  press  equipment  installed  on  the  same  floor 
level  with  the  mailroom  located  in  the  middle. 

The  reels  and  units  are  located  at  a  right  angle  from  the 
folders.  The  web  is  led  in  a  straight  path  from  the  RTP  up 
and  through  the  Tower.  After  exiting  the  Tower,  the  web  is 
then  turned  and  runs  straight  into  the  folder.  This  concept 
was  developed  for  consistent  4/4  printing  and  consistent 
tension  control. 

The  three  presses  consist  of: 

•  15  towers  mounted  right  angle  to  folder 

•  RTP's  mounted  right  angle  to  press 

•  Double  folders  with  70  degree  folders 


Several  U.S.  newspapers  have  visited  this  facility  and 
commented  on  the  efficiency  and  practicality  of  this  press 
design.  Some  advantages  of  this  design  are:  lower  ceiling 
height,  elimination  of  tabletop  foundation  and  more 
efficient  manning  due  to  press  and  mailroom  equipment 
all  being  on  the  same  level. 

TKS  COLOR  TOP  4000 

The  Color  Top  4000  (2  x2  format)  unit  features  newspaper 
and  semi-commercial  technologies.  The  unit  can  be  fitted 
with  digital  or  open  fountain  inking,  spray  bars  or  contin¬ 
uous  dampening  for  commercial  work.  The  press  rated 
speed  of  70,000  cph  is  in  the  fastest  class  of  single-width 
presses  in  the  industry.  The  Color  Top  4000  will  have  all 
the  features  offered  with  the  Color  Top  7000  line,  the  big 
brother  to  the  Color  Top  4000. 

TKS  HYBRID  PRESS 

The  TKS  Hybrid  printing  press  is  a  combination  of  our 
commercial  printing  press  unit  the  Color  Top  3500  CMUD 
(2x1  format)  and  our  newspaper  printing  unit  Color  Top 
7000  (4  x  2  format).  The  press  provides  various  printing 
patterns  such  as  the  combination  of  cold  set  and  heat  set 
and  the  combination  of  single  and  double  width  units. 

MATERIAL  HANDLING 

TKS  has  consolidated  its  material  handling  division,  KKS, 
into  new  headquarters.  KKS,  a  sister  company  of  TKS, 
manufactures  and  sells  a  wide  range  of  equipment  includ¬ 
ing  roll  handling  systems,  paster  preparation  robots,  as 
well  as  post  press  equipment  Gripper  conveyors,  stackers 
and  bundle  distribution  equipment. 

For  additional  information  on  the  complete  line  of 
TKS  products  please  contact: 

TKS  SALES  FOR  NORTH  AMERICA 

(800)  375-2857 

sales@tkspress.com  •  www.tksusa.com 

TKS 

SINCE  1  874 

Celebrating  100  years  of 
manufacturing  newspaper  presses 
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PRODUCTION,  EQUIPMENT  AND  INNOVATIONS 


U/hen  you’re  Doing  Business  With  TKS, 
Euen/thing  Reuolves  Around  You. 


I  THETKSPRODUmVfTY 
I  ADVANTAGE 


PRESS 

AUDITS 


TRAINING 


TROUBLESHOOTING 


UNIT /FOLDER  REPAIR/ 
REBUILD 


Press  Audits 

Evaluating  your  press  for  optimum 
efficiencif. 

Troubleshooting 

Time  sensitive  response  and  resolution. 

Unit /Folder  Repair/ 
Rebuild 

Maximize  operational  u/ork/loiv 
and  reliability. 

Online  Parts  Inventory 

Easy,  Fast,  Available  -  thousands 
of  parts  warehoused  in  the  II.5.A. 

Training 

Programs  tailored  to  meet  your  needs. 


ONLINE  PARTS 
INVENTORY 


TKS  IS  (ERTIFirD  ISO  9001-2000 


For  a  Lasting  Impression. 


TKS's  Service  Program  is  second  to  none  in  the  Industry.  Staying  true  to  our  promise  of 
providing  customers  with  the  Productivity  Advantage: 


Tl 

SINC 


•  Complete  Project  AAanagement  program  covers  all  phases  of  a  press^project-from  contract 
development  through  project  acceptance. 


•  Comprehensive  Training  program  provides  everyone  an  opportunity  to  be  productive  u/ith 

their  new  press. 

•  advanced  Diagnostics  Factory  Training  program  for  our  technicians. 

In  all  matters  0/ service -TKS  has  you  covered. 

Call  today  to  learn  more  about  our  Customer  Service  Program. 


TKS  (USA),  Inc.  (800)  375-2857  Fax:  (972)  870-5857  www.tksusa.com 


SPECIAL  ADVERTISING  SECTION 


Designed  with 
publishers, 
production 
supervisors  and 
marketers  in  mind, 
the  Goss®  Omnizone® 
system  automates 
postpress  insert 
advertising  planning 
and  rrianagement 
functions  to  provide 
greater  production 
efficiency  and 
flexibility,  while 
boosting  creative 
marketing 
opportunities. 


Comprising  a  fully  integrated  set  of 
software  components,  the  Omnizone 
package  makes  it  easier  and  more 
efficient  for  newspapers  to  handle  increasing 
insert  ad  volumes  as  well  as  meet  the  demands 
of  advertisers  to  target  or  zone  those  inserts 
with  greater  accuracy  and  sophistication. 
Analyzing  ad  orders  and  inserting  capacity,  the 
modular  software  components  calculate  the 
best  possible  plan  for  each  production  run, 
while  simultaneously  sending  data  to  the 
inserting  equipment,  continuously  monitoring 
performance  and  providing  extensive  data 
collection  and  reporting  capabilities. 

Utilizing  standard  PC  protocols  and  open 
architecture,  the  Omnizone  system  interfaces 
with  a  newspaper's  existing  circulation  and  ad 
ordering  tools.  The  system  complements  Goss 
Magnapak*  and  NP630'  inserters,  Goss  and 
Ferag  auxiliary  components  now  represented  by 
Goss  in  the  U.S.A.,  and  postpress  equipment 
from  other  vendors. 

The  four  main  Omnizone  software  modules  are: 

Advertising  Assistant 

Newspapers  can  enter  advertising  insert  orders 
manually  or  automatically  via  their  accounts 
payable  system.  This  Omnizone  module  then 
essentially  makes  a  "reservation"  for  that 
order,  checking  it  against  inserter  capacity. 

The  Advertising  Assistant  will  automatically 
identify  inserter  capacity  with  each  new 
reservation  and  can  generate  a  range  of 
reports  for  monitoring  and  cross  referencing 
ad  orders.  For  customers  with  an  existing  ad 
order  entry  system.  Omnizone  offers  an 
interface  that  allows  direct  import  of  these 
externally  defined  ad  orders. 

Planning  Assistant 

This  module  automatically  plans  current  and 
future  inserting  production  runs  by  analyzing 
the  necessary  combinations  to  meet  editorial 
and  advertising  requirements.  Advertising  and 
circulation  data  are  combined  to  identify  the 
unique  requirements  for  each  publication  plan. 


to  optimize  production  and  specify  distribution 
patterns,  trucks,  routes  and  distribution  zones. 

As  with  the  Advertising  Assistant,  the  Planning 
Assistant  module  hosts  a  suite  of  reports  to 
ensure  consistent,  reliable  and  controlled 
operation,  including  complete  lists  in  various 
formats  of  all  packages  for  a  given  publication, 
breakdowns  of  selected  ad  zone  types, 
potential  data  error  displays,  delivery  patterns 
and  circulation  validity.  Once  again,  where 
customers  have  an  existing  package  planning 
system.  Omnizone  offers  an  interface  that 
allows  for  a  direct  import  of  these  externally 
defined  packages. 

Production  Assistant 

The  Production  Assistant  interfaces  with  the 
inserter  machine  controls.  This  module  breaks 
down  planning  information  into  units  of  work 
that  the  machines  can  execute,  assigns  work  to 
machinery  based  on  a  wide  range  of  user- 
selected  parameters,  and  monitors  actual 
production  against  the  production  plan  in  real 
time. 

Capable  of  accommodating  production  run 
changes.  Omnizone  also  provides  adjustment 
capabilities  such  as  the  ability  to  modify 
packages,  add  or  delete  inserts,  or  change 
machine  configurations  and  work  sequences. 

Warehouse  Assistant 

The  Warehouse  Assistant  module  is  designed 
to  automatically  identify  and  track  pallets  of 
preprints  in  a  packaging  center  or  remote 
warehouse.  Extensive  inventory  data  is  fully 
integrated  within  the  Omnizone  system,  giving 
operators  and  managers  instant  access  and 
powerful,  flexible  monitoring  and  reporting 
capabilities. 

As  an  integrated  software  solution,  the  Goss 
Omnizone  package  provides  creative  freedom 
to  develop  new  targeted  advertising 
opportunities,  while  maintaining  the 
consistent  production  control  and  operational 
efficiency  that  can  maximize  packaging  center 
productivity  and  profitability. 


Goss  Omnizone 

.Ci^eativity  ^nd  control  in  one  package 


Innovation  for  Business 
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Technology  leadership 

^  delivering  exclusive 
I  advantages 


Value  innovation 

aimed  at  real 
customer  benefits 


Ingenuity - 

delivering  industry  firsts 
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I  Kruger 

Publication  Papers 


This  time  we  made  the  newsprint  and  the  news. 


It’s  never  happened  before.  A  major  pulp  and  paper  company  collecting  the  Gold  Award  from  Dow.Jones  &  Company, 
1  the  Supplier  Excellence  Award  from  Knight  Ridder  and  the  Supplier  of  the  Year  Award  from  Gannett,  all  in  the  same 

j  year.  To  us,  this  is  not  simply  an  acknowledgment  of  our  commitment  to  supplying  quality  products  and  to  providing 

I  -  unmatched  customer  service,  it’s  proof  that  an  unwavering  commitment  to  innovation,  responsibility  and  reliability 

does  not  go  unrecognized.  ’  - 
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S-PECIAL  ADVERTISING  SECTION 


MediaSpan  Network  Delivers  New 
National  Revenue  to  Local  Newspapers 

Now  you  can  easily  complement  your  local  online  advertising  revenue  with 
incremental  national  ad  dollars  by  becoming  a  partner  in  the  MediaSpan  Network. 


The  MediaSpan  Network  (www.mediaspannetwork.com) 
is  the  largest  multimedia  ad  network  of  local  radio, 
newspaper  and  television  websites  in  the  U.S.  Our 
Network  includes  over  1,000  online  media  properties  in 
300  local  markets  that  reach  over  8M  Unique  Visitors  each 
month.  We  work  with  hundreds  of  the  top  national  adver¬ 
tisers  including  Microsoft,  AT&T,  Western  Union,  Allstate 
and  Verizon. 

MediaSpan  is  committed  to 
communicating  the  value  of 
local  online  media  to 
National  advertisers  and 
generating  new  revenue  for 
our  local  media  partners. 

Unlike  the  national  ad 
networks  and  search  portals 
who  are  promoting  their  own 
brand  at  the  expense  of  your 
long  term  business  goals,  our 
focus  is  in  promoting  local  media 
brands  to  generate  national 
revenue  for  you. 

According  to  the  lAB/  PWC 
2005  Internet  Advertising 
Report,  72%  of  the  $12.5B  in 
online  ad  spending  was 
concentrated  on  10  websites. 

In  order  for  local  media  sites  to  take  a  piece  of  the 
national  pie,  they  need  to  rise  above  the  clutter  and  work 
with  a  partner  who  is  focused  on  elevating  the  local  media 
message  to  a  national  platform. 

MediaSpan's  network  size,  market  experience  and 
extensive  national  sales  team  help  us  bring  your  local 
property  new  national  ad  dollars  that  you  have  never 
had  access  to  before. 

Our  partnership  model  is  extremely  flexible.  You  can 
include  as  much  or  as  little  inventory  in  our  "network 
pool"  as  you  see  fit,  and  opt-in  and  out  at  any  time.  Plus, 
we  centrally  manage,  track  and  report  delivery  of  ad 
units  -  you  just  pick  up  the  checks! 


The  MediaSpan  Network  is  a  partnership. 

Your  paper  not  only  earns  revenue  from  selling  your  own 
inventory,  but  can  earn  commissions  by  referring 
local/regional  campaigns  to  the  entire  Network.  No  online 
"ad  network"  offers  this. 

The  benefits  of  the  MediaSpan  Network  for  newspapers 
are  clear. 

•  Guaranteed  monthly  revenue  for  your  unsold  inventory 

•  Total  flexibility  —  opt-in  and  out  as  your  local  inven¬ 

tory  needs  demand 

•  All  lAB  standard  ad  units 

as  well  as  audio  and  video 
spots  accepted 

•  Centrally  managed  ad 
serving  —  turnkey  for  your 
property 

•  Extensive  national  sales  force 

that  delivers  highest  possible 
CPMs 

•  Monthly  reports  and  payouts 
•  Additional  commissions  for  refer¬ 
ring  campaigns  to  the  Network 

The  MediaSpan  Network 
New  Revenue.  Guaranteed. 


CONTACT: 

Mark  Zagorski,  Chief  Marketing  Officer 
MediaSpan  Group  /  MediaSpan  Network 
212.699.6471 

mark.zagorski@mediaspangroup.com 

www.mediaspannetwork.com 


MEDIASPAN 
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PRODUCTION,  EQUIPMENT  AND  INNOVATIONS 


Doesn’t  Your  Paper  Deserve 
More  from  its  Online  Inventory? 


become  a  partner  in  the  mediaspan  network  •  cohtact  mark  zagorski,  chief  marketing  officer,  mediaspan  group 
212.699.6471  •  mark.zagorski@mediaspangroup.com  •  www.mediaspannetwork.com 


More  Revenue 


*  j  The  MediaSpan  Network  delivers  your  paper  new  national 

online  revenue  to  complement  your  local  ad  sales.  As  a  Network 
partner,  we  even  commission  you  for  campaigns  sourced  by  your 
sales  team  that  run  Network-wide. 


More  Partners 


With  nearly  1 ,100  local  media  partners  in  300  U.S.  markets, 
MediaSpan  gives  national  advertisers  massive  depth  and 
breadth.  Your  paper  participates  in  national  campaigns  from  top 
advertisers  looking  to  reach  a  unique  local  audience, 


More  Flexible 


We  have  revenue  programs  that  will  fit  the  needs 
of  any  size  newspaper.  From  guaranteed  CPM  ad 
buys  to  dynamic  ad  representation  models,  MediaSpan 
strives  to  meet  the  different  revenue  demands  of  all  of  our  partners. 


NETWORK 


Bringing  Your  Paper  More 
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SPECIAL-  ADVERTISING  SECTION 


Mediaspan  Adds  Multimedia  Experience 
to  Newspaper  Web  Sites 


MediaSpan's  solutions  can  help  you  reap  the  rewards  of  a  multimedia  Web  site 
featuring  audio,  video,  text  and  even  national  advertising. 


Our  newsroom  front-end  systems  make  updating  your 
Web  stories  and  pictures  effortless,  with  just  a  few 
clicks  and  no  need  for  HTML  coding.  The  information 
that  has  been  carried  — 


through  the  publication 
process  is  passed  along  to 
your  Web  site  and  can  even 
feature  Web-only  headlines 
that  attract  search  engines. 


Our  Online  Services  division  offers  a 
comprehensive  suite  of  online  mar¬ 
keting  solutions,  including  Web  site 
management,  streaming  and  podcast¬ 
ing  tools  and  custom  Web  site  design. 


MediaSpan  Media  Software  has  a  A 

variety  of  publishing  systems  to  fit  M 
any  need  or  budgets.  You  can  use  the  ■ 
Windows  or  Macintosh  operating  i 
system,  QuarkXPress  or  InDesign  for 
pagination  and  you  can  continually  cus¬ 
tomize  your  system  to  fit  your  workflow. 


Our  software  is  designed  not  only  to  publish  to  print,  but 
to  carry  that  information  on  through  to  the  Web  and  even 
wireless  devices. 


Because  all  the  information  "travels"  together  throughout 
the  publication  process,  publishing  to  the  Web  takes  only  a 
few  clicks.  Packages  contain  stories,  images,  captions  and 
more,  meaning  your  Web  site  has  a  robust,  up-to-the- 
minute  presence.  You  can  even  include  Web-only  headlines 
to  maximize  search  results. 


Ads  are  just  as  easy  to  publish  online  and  even  to  order 
online  through  our  Web  solutions.  Your  classified  customers 
can  expand  their  market  with  no  extra  effort  through 
browser-based  sales  tools  that  market  your  product  while 
still  keeping  things  simple  for  the  customer.  Searchable  ads 
make  it  easy  for  Web  customers  to  find  what  they're  look¬ 
ing  for.  Scheduling  and  billing  information  is  quickly  passed 
on  to  your  front-end  advertising  system. 


MediaSpan  Online  Services  has  more  than  20  years 
experience  with  print  publishing  software  and  more  than 
a  decade's  worth  of  experience  with  local  radio 

•  customers,  putting  them  in  a  unique  position 
to  make  convergence  a  reality  at  your  Web 
site.  The  Online  Services'  scaleable 
j  solution  has  been  designed  to 
i  seamlessly  integrate  into  your 
;  current  system. 


The  Audio  Streaming  Suite  lets 
you  deliver  crystal  clear  streaming 
audio  to  your  Web  visitors  any- 
where  in  the  world.  Our  pod- 
casting  tool  also  opens 
your  site  to  a  new  audi- 
ence.  Your  site  can  become 
the  No.  1  hub  for  local 
f  news  and  information  for 
those  on  the  go. 


MediaSpan  Media  Software 
Print.  Web.  Wireless. 


CONTAQ: 

Peter  Cooper,  VP  of  Marketing 
MediaSpan  Group  /  MediaSpan  Media  Software 
321.242.4382 

pcooper@mediaspansoftware.com 

www.mediaspansoftware.com 
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PRODUCTION,  EQUIPMENT  AND  INNOVATIONS 


MediaSpan  Media  Software  provides  more  than  2,900  newspaper  and  magazine  customers 
with  mission-critical,  pre-press  publication  software  and  powerful  content  management  tools 
that  enable  efficient  product  delivery  to  consumers  across  a  variety  of  media. 


MediaSpan  offers  the  most  extensive  product  line  in  the  industry  including  Editorial,  Production, 
Circulation,  Advertising  and  Wireless  solutions  for  publishers  of  all  sizes.  All  of  MediaSpan’s 
solutions  are  backed  by  a  first  class,  24/7  customer  support  group. 


WIRELESS 


ADVERTISING 


PRODUCTION 


CIRCULATION 


EDITORIAL 


florida  campus  321 .242.5000  •  michigan  campus  734.662.5800  •  www.mediaspansoftware.com 
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4  FOR  4 
IN  THE  FIRST  4 


DARIOD  DESIGNS  (4D)  forges  forward  with  four 
more  projects  in  each  of  the  first  four  months  of 
this  year.  That’s  4  for  4  in  the  first  4. 

4D  fortunately  fortified  its  forces  with  more  than 
four  more  formidable  folks  for  fulfilling  the  fortu¬ 
nate  fortune  in  facility  fulfillment  finds.  Phew!!!! 

“We  actually  secured  4  projects  per  month  for  the 
first  six  months  in  2006”  said  Cindy  DiMatteo, 
marketing  director  of  Dario  Designs.  Most  of 
these  projects  are  for  small  to  medium  sized 
newspapers  in  the  west  with  four  more  for  4D  in 
Colorado  alone.  We  have  added  several  large 
projects  for  some  metropolitan  newspapers,  and 
two  more  projects  overseas,  soon  to  be  four. 


George  Morin  who  came  on  board  as  the  new 
Director  of  Architecture.  He  will  run  the  A&E 
Division  of  Dario  Designs  which  is  responsible  for 
the  construction  documents.  Mr.  Morin  is  a 
licensed  Architect  with  more  than  25  years  of 
experience  both  locally  and  abroad. 

Scott  Clevinger  recently  served  as  Strategic 
Projects  Manager  for  The  Daily  Press,  a  Tribune 
Publishing  newspaper.  Mr.  Clevinger  worked  in 
the  corporate  technology  staff  at  Tribune  Com- 

Rany  as  well  as  having  served  on  the  NAA 
lEXPO  Planning  Committee  and  the  SNPA 
Production  Committee.  He  is  a  new  member  of 
our  consulting  division  and  will  serve  as  a  project 
manager  for  masterplans,  strategic  plans,  front- 
to-bacK  process  analyses  and  operational  stud- 


Derick  Veliz  recently  joined  Dario  Designs  as  a 
design  architect.  He  is  an  American  citizen  who 
has  been  practicing  Architecture  in  the  United 
States  and  Central  America  for  the  last  14  years. 
He  will  work  as  a  lead  designer  at  Dario  Designs 
working  both  nationally  and  abroad. 


Designs  team  as  the  head  ot  the  international 
division.  He  is  a  licensed  Architect  in  Brazil  and 
ran  the  recently  bankrupt  Austin  Company’s  Brazil 
office  from  1 9/5  to  1 988.  He  worked  in  the  US  for 
5  years  out  of  Houston,TX,  and  Renton,  WA. 
Ronaldo’s  brother,  Celso  Gilbert!,  was  also  active 
in  the  Newspaper  industry,  recognized  for  his 
designs  of  the  Plain  Dealer  in  Cleveland,  the 
Dayton  Daily  News,  and  The  Post-Standard  in 
Syracuse,  NY. 


Finally,  Dario  Designs  also  added  Noah  Goldman 
and  Jami  Redman  to  its  forces.  Mr.  Goldman  is  a 
recent  graduate  architect  who  will  work  in  the 
design  department.  Mrs.  Redman  will  assist  with 
project  administrative  services  and  marketing. 

Some  of  the  recent  projects  include  two  projects 
for  COX  Communications,  with  a  major  A&E 
contract  for  a  63,000  sf  production  addition  and 
24,000  sf  renovation  to  The  Austin  American 
Statesman  facility  in  Austin,  TX,  and  an  A&E 
contract  for  an  entirely  new  office  and  production 
facility  for  The  Daily  Sentinel  in  Grand  Junction, 
Colorado.  The  Naples  Daily  News  commissioned 
Dario  Designs  to  provide  full  A&E  services  for  a 
new  170,000  sf  facility.  While  just  north  of  that. 
Sun  Publications  recently  signed  an  A&E  contract 
with  Dario  Designs  to  design  an  entirely  new 
facility  in  Lakeland,  FL. 


2,000.000  square  feet  for  newspapers  across  the 
world  ,  stated  Ms.  DiMatteo. 

This  record  breaking  magnitude  of  projects,  the 
added  team  members,  and  an  entirely  new  corpo¬ 
rate  headquarters  for  Dario  Designs  has  our 
people  glowing  with  excitement.  The  new  facility 
has  allowed  us  to  grow  and  hire  the  quality  people 
we  need  to  service  our  pent  up  demand. 

Now  that  we  are  recognized  at  the  best  in  the 
world  at  newspaper  facility  design,  people  have 
started  to  ask  new  questions  like:  “Now  that  Dario 
Designs  is  on  top  of  the  mountain,  isn’t  there  only 
one  way  to  go,  and  isn’t  that  way  back  down,  and 
what  will  you  change  to  prevent  that”? 

It  is  both  exciting  and  scary  at  the  top.  However, 
we  will  not  make  any  drastic  changes,  said  Mr. 
DiMare.  We  will  remember  what  got  us  here  and 
only  strive  to  maintain  and  improve  these  princi¬ 
pals  and  methods  of  operation.  The  four  keys  to 
our  success,  in  order  of  importance,  have  been 
and  will  remain; 

1.  Maintain  honesty  and  integrity  in  all  that  we  do. 

2.  Always  act  in  the  best  interest  of  our  custom¬ 
ers. 

3.  Listen  to  the  customer’s  and  tailor  your 
responses  to  their  needs. 

4.  Be  creative  and  unafraid  of  challenging  every¬ 
thing. 

Thank  you  to  all  of  our  customers  for  helping  us 
climb  this  mountain. 
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THE  ANNISTON  STAR,  ANNISTON,  AL  -  THE  BIRMINGHAM  NEWS,  BIRMINGHAM,  AL  -  MOBILE  REGISTER.  MOBILE,  AL  - 
OPELIKA-AUBURN  NEWS,  OPELIKA,  AL  -  CASA  GRANDE  DISPATCH,  CASA  GRANDE,  AZ  -  ALAMEDA  NEWSPAPER 
GROUP,  ALAMEDA,  CA  -  THE  DAILY  REVIEW,  HAYWARD,  CA  -  OAKLAND  REVIEW.  OAKLAND,  CA  -  TRI-VALLEY  HERALD, 
PLEASANTON,  CA  -  THE  NEW  YORK  TIMES,  SANTA  ROSA,  CA  -  HARTFORD  COURANT,  HARTFORD,  CT  -  THE  DAY,  NEW 
LONDON,  CT  -  DAILY  CAMERA,  BOULDER,  CO  -  DENVER  NEWSPAPER  AGENCY,  DENVER  CO  -  THE  DAILY  SENTINEL, 
GRAND  JUNCTION,  CO  -  GREELEY  TRIBUNE,  GREELEY,  CO  -  MEDIA  NEWS  GROUP.  DENVER,  CO  -  THE  WALL  STREET 
JOURNAL.,  DENVER,  CO  -  SUN  PUBLICATIONS,  BRADENTON,  FL  -  THE  NEW  YORK  TIMES.  LAKELAND,  FL  -  NAPLES 
DAILY  NEWS,  NAPLES,  FL  -  THE  WALL  STREET  JOURNAL.,  ORLANDO,  FL  -  THE  TAMPA  TRIBUNE,  TAMPA,  FL  -  SCITEX, 
ATLANTA,  GA  -  AUGUSTA  CHRONICLE,  AUGUSTA,  GA  -  THE  WALL  STREET  JOURNAL.,  LA  GRANGE,  GA  -  THE 
HONOLULU  ADVERTISER,  HONOLULU,  HI  -  CHICAGO  TRIBUNE,  CHICAGO,  IL  -  NORTHWEST  NEWS  MEDIA  GROUP, 
CRYSTAL  LAKE,  IL  -  NORTHWEST  HERALD.  CRYSTAL  LAKE,  IL  -  THE  TELEGRAPH,  DIXON,  IL  -  THE  WALL  STREET 
JOURNAL.,  NAPERVILLE,  IL  -  ROCKFORD  REGISTER  STAR,  ROCKFORD,  IL  -  THE  HERALD,  JASPER,  IN  -  FORT  WAYNE 
NEWSPAPERS,  FORT  WAYNE,  IN  -  QUAD-CITY  TIMES,  DAVENPORT,  lA  -  THE  WALL  STREET  JOURNAL,  DES  MOINES,  lA 

-  DAILY  NEWS,  BOWLING  GREEN,  KY  -  COURIER  JOURNAL,  LOUISVILLE,  KY  -  J.  FRANK  PUBLISHING,  MANCHESTER, 
KY  -  THE  TIMES,  SHREVEPORT,  LA  -  BANGOR  DAILY  NEWS,  BANGOR.  ME  -  THE  TIMES  RECORD,  BRUNSWICK,  ME  - 
SUN  JOURNAL,  LEWISTON,  ME  -  THE  BALTIMORE  SUN,  BALTIMORE,  MD  -  THE  FREDERICK  NEWS-POST,  FREDERICK, 
MD  -  THE  WALL  STREET  JOURNAL.,  SILVER  SPRINGS.  MD  -  COMMUNITY  NEWSPAPER  COMPANY,  AUBURN,  MA  - 
NASHOBA  PUBLICATIONS,  AYER,  MA-  ESSEX  COUNTY  NEWSPAPERS,  BEVERLY,  MA-  CREO  AMERICA,  BEDFORD,  MA 

-  THE  NEW  YORK  TIMES,  BILLERICA,  MA  -  BOSTON  GLOBE,  BOSTON,  MA  -  BOSTON  HERALD,  BOSTON,  MA  -  HERALD 
MEDIA,  BOSTON.  MA-THE  ENTERPRISE,  BROCKTON,  MA-  HARVARD  CRIMSON,  CAMBRIDGE,  MA- THE  WALL  STREET 
JOURNAL.,  CHICOPEE,  MA  -  SENTINEL  &  ENTERPRISE,  FITCHBURG,  MA  -  METROWEST  DAILY  NEWS,  FRAMINGHAM, 
MA  -  THE  RECORDER,  GREENFIELD,  MA  -  THE  EAGLE  TRIBUNE,  LAWRENCE,  MA  -  THE  SUN,  LOWELL.  MA  -  DAILY 
EVENING  ITEM,  LYNN,  MA-THE  REPUBLICAN.,  SPRINGFIELD,  MA-THE  ANN  ARBOR  NEWS,  ANN  ARBOR,  Ml  -  BAY  CITY 
TIMES,  BAY  CITY,  Ml  -  THE  FLINT  JOURNAL,  FLINT,  Ml  -  JACKSON  CITIZEN  PATRIOT,  JACKSON,  Ml  -  JENISON  PRINTING, 
JENISON,  Ml  -  KALAMAZOO  GAZETTE,  KALAMAZOO,  Ml  -  21  ST  CENTURY  NEWSPAPERS,  MOUNT  CLEMONS,  Ml  -  THE 
SAGINAW  NEWS,  SAGINAW.  Ml  -  VALLEY  PUBLISHING,  SAGINAW,  Ml  -  THE  GRAND  RAPIDS  PRESS.  WALKER,  Ml  -  NE 
MISSISSIPPI  DAILY  JOURNAL,  TUPELO,  MS  -  SE  MISSOURIAN,  CAPE  GIRARDEAU,  MO  -  CASS  COUNTY  DEMOCRAT, 
HARRISONVILLE,  MO  -  ST.  LOUIS  DISPATCH,  ST.  LOUIS,  MO  -  MISSOURIAN  PUBLISHING  COMPANY,  WASHINGTON,  MO 

-  LINCOLN  JOURNAL  STAR,  LINCOLN,  NE  -  NORTH  PLATTE  TELEGRAPH,  NORTH  PLATTE.  NE  -  OMAHA 
WORLD-HERALD,  OMAHA,  NE  -  STAR-HERALD,  SCOTTSBLUFF,  NE  -  REVIEW  JOURNAL,  LAS  VEGAS.  NV  -  FOSTER'S 
DAILY  DEMOCRAT,  DOVER.  NH  -  SEACOAST  NEWSPAPERS,  EXETER,  NH  -  THE  KEENE  SENTINEL,  KEENE,  NH  -  THE 
TELEGRAPH,  NASHUA,  NH  -  PORTSMOUTH  HERALD,  PORTSMOUTH.  NH  -  THE  PRESS,  ATLANTIC  CITY,  NJ  - 
EVERGREEN  PRINTING  AND  PUBLISHING,  BELLMAWR,  NJ  -  THE  NEW  YORK  TIMES.  EDISON,  NJ  -  THE  RECORD, 
HACKENSACK,  NJ  -  JERSEY  JOURNAL,  JERSEY  CITY,  NJ  -  NEWARK  STAR  LEDGER,  NEWARK,  NJ  -  THE  WALL  STREET 
JOURNAL.,  PRINCETON,  NJ  -  NORTH  JERSEY  MEDIA  GROUP,  ROCKAWAY,  NJ  -  THE  WALL  STREET  JOURNAL.,  SOUTH 
BRUNSWICK,  NJ  -  A.F.L.  WEB  PRINTING,  VOORHEES,  NJ  -  TIMES  UNION,  ALBANY,  NY -THE  BUFFALO  NEWS,  BUFFALO, 
NY  -  THE  NEW  YORK  TIMES,  FLUSHING,  NY  -  TIMES  HERALD-RECORD,  MIDDLETOWN,  NY  -  DAILY  NEWS,  NEW  YORK 
CITY,  NY  -  STATEN  ISLAND  ADVANCE,  STATEN  ISLAND.  NY  -  ASHEVILLE  CITIZEN-TIMES,  ASHEVILLE,  NC  -  THE  WALL 
STREET  JOURNAL.,  CHARLOTTE.  NC  -  THE  DAILY  ADVANCE,  ELIZABETH  CITY,  NC  -  GASTON  GAZETTE,  GASTONIA,  NC 

-  THE  DAILY  REFLECTOR,  GREENVILLE,  NC  -  NEWS  &  RECORD.  GREENSBORO,  NC  -  THE  PLAIN  DEALER. 
CLEVELAND,  OH  -  THE  COLUMBUS  DISPATCH,  COLUMBUS.  OH  -  THE  VINDICATOR,  YOUNGSTOWN,  OH  -  THE  DAILY 
ASTORIAN,  ASTORIA,  OR  -  THE  BULLETIN,  BEND,  OR  -  HERALD  AND  NEWS,  KLAMATH  FALLS.  OR  -  THE  EAST 
OREGONIAN,  PENDLETON,  OR  -  THE  OREGONIAN,  PORTLAND,  OR  -  CAPITAL  PRESS,  SALEM,  OR  -  DEE  PAPER 
COMPANY,  CHESTER,  PA -THE  EXPRESS-TIMES,  EASTON,  PA  -  TRIBUNE-REVIEW,  GREENSBURG,  PA  -  ERIE  DAILY 
TIMES,  ERIE,  PA  -  THE  EVENING  SUN.  HANOVER,  PA  -  READING  TIMES  EAGLE,  READING.  PA  -  THE  WALL  STREET 
JOURNAL.,  SHARON,  PA-  OBSERVER-REPORTER,  WASHINGTON,  PA-  THE  PROVIDENCE  JOURNAL,  PROVIDENCE,  Rl 

-  CHATTANOOGA  FREE  PRESS,  CHATTANOOGA,  TN  -  AMARILLO  DAILY  NEWS,  AMARILLO,  TX  -  THE  WALL  STREET 
JOURNAL.,  BEAUMONT,  TX  -  THE  WALL  STREET  JOURNAL.,  DALLAS,  TX  -  PORT  ARTHUR  NEWS,  PORT  ARTHUR,  TX  - 
TYLER  MORNING  TELEGRAPH,  TYLER,  TX  -  NEWSPAPER  AGENCY  CORPORATION,  SALT  LAKE  CITY,  UT  -  THE 
TIMES-ARGUS,  BARRE,  VT-  RUTLAND  HERALD,  RUTLAND,  VT -  BRISTOL  HERALD  COURIER,  BRISTOL,  VA-THE  FREE 
LANCE-STAR,  FREDERICKSBURG,  VA-THE  NEWS  &  ADVANCE.  LYNCHBURG.  VA-  LANDMARK  COMMUNICATIONS, 
NORFOLK,  VA  -  THE  VIRGINIAN-PILOT,  VIRGINIA  BEACH,  VA  -  THE  HERALD.  EVERETT,  WA  -  THE  WALL  STREET 
JOURNAL.,  SEATTLE,  WA-THE  COLUMBIAN,  VANCOUVER,  WA-THE  WENATCHEE  WORLD,  WENATCHEE,  WA  -  BLISS 
COMMUNICATIONS,  JANESVILLE,  Wl  -  ZERO  HORA,  PORTO  ALEGRE.  BRAZIL  -  CAYMAN  FREEPRESS,  GRAND 
CAYMAN  ISLAND  -  LA  PRENSA,  SAN  PEDRO  SULA  HONDURAS 


DARIO  DESIGNS 
WOULD  LIKE  TO 
THANK  OUR  CUSTOMERS 
FOR  CONTRIBUTING  TO 
OUR  SUCCESS. 
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SPECIAL  ADVERTISING  SECTION 


rSublima— 

Over  l/)00  Users  Worldwide  and  Counting 

200  Newspaper  Titles  Pnnt  with  Agfa's  XM  Miracle  Screening — Here's  Why 


Thirteen  years  after  Agfa  helped  introduce  a  revolution¬ 
ary  screening  solution — stochastic  (frequency  modu¬ 
lated  or  FM)— its  successor,  :Sublima  (cross  modulated 
or  XM),  is  taking  over  the  reins,  becoming  the  most  talked- 
about  screening  in  the  industry. 

FM  has  its  strengths,  but  it's  not  without  its  weaknesses  for 
newspapers  and  commercial  coldest  printers.  Although  FM 
enhances  detail  in  the  highlights  and  shadows,  it  produces 
a  noisy  appearance  in  midtones  and  tints.  Beyond  that,  FM's 
high  dot  gain  and  lack  of  midtone  control  on  press  begged 
for  an  alternative  screening  solution. 

Hybrid  technologies  (which  use  a  combination  of  AM  and  FM 
screens)  tried  to  correct  FM's  shortcomings,  but  were  unable 
to  deliver  a  smooth  transition  between  the  highlights, 
midtones  and  shadows. 

Agfa's  patented  :Sublima  XM  screening  resolves  those  issues 
and  raises  newsprint  quality  to  magazine-like  levels,  with  no 
extra  effort  on  press.  Today,  newspapers  can  achieve  line 
screen  rulings  up  to  180  Ipi  when  printing  at  typical  resolu¬ 
tions  of  1270  dpi.  Every  detail  is  greatly  improved  with  XM, 
from  flesh  tones  to  graphical  weather  maps. 

HOW  IT  WORKS 

XM  combines  the  merits  of  AM  (amplitude  modulated) 
screening,  defined  by  smooth  gradation  and  highly  control¬ 
lable  midtones,  with  those  of  FM,  to  attain  the  fine  detail 
rendering  in  shadows  and  highlights  for  continuous 
tone-like  reproduction.  This  is  accomplished  without  any 
additional  effort  on  press. 

:Sublima,  the  first  to  successfully  address  stochastic's  draw¬ 
backs,  aligns  the  FM  dots  along  the  AM  paths,  replacing  AM 
dots  at  the  precise  point  where  they  can't  be  held  on  a  spe¬ 
cific  press.  XM  takes  press  characteristics  into  account  so  it 
never  produces  a  dot  the  press  cannot  hold.  All  dots  are 
«■■■■■■■  aligned  along  the  AM  angles.  The  result: 

■  a  smooth  transition  with  no  visible 
^  crossover.  Operators  can  now  easily  con- 
^  trol  color  and  tonal  value  on  press.  Agfa's 


XM  (Cross  Modulated).  Once  :Sublima  XM  reaches 
the  smallest  reproducible  dot  for  a  specific  press,  it 
no  longer  makes  the  dots  smaller.  Instead,  it  uses 
a  patented  method  to  “take-out”  dots.  Even 
though  the  dots  at  the  highlights  may  appear  to  be 
random,  the  dots  continue  to  align  along  defined 
AM  angles. 


patented  technology  gives  the  best  of  AM  and  FM  with  the 
smoothness  hybrid  solutions  lack. 

With  iSublima,  newspapers  can  increase  quality  and 
eliminate  moires  without  i - , 


the  high  dot  gain  and 
other  issues  commonly 
associated  with  stochas¬ 
tic  screening.  Users  find 
rSublima  to  be  far  more 
forgiving  than  stochastic 
on  press.  rSublima  also 
uses  less  ink  and  water,  a 
tremendous  cost-savings 
that  all  newspapers  can 
appreciate. 


Here's  a  small  sampling  of 
the  newspapers  around  the 
world  that  are  using  :Sublima 
to  enhance  their  production 
every  day: 

Winston-Salem  Journal  (USA) 
Adargo  Press  (Sweden) 
Athesia  Druck  (Italy) 
Gaston  Gazette  (USA) 

The  Hindu  in  India  (Chennai) 
The  Register-Guard  (USA) 

II  Journale  (Italy) 

II  Sole  (Italy) 

Janssen  Pers  (Netherlands) 
Post  and  Courier  (USA) 

La  Depeche  du  Midi  (France) 
The  MECOM  group  (Netherlands) 
CM  Media  (USA) 

Nerikes  Allehanda  (Sweden) 
TTAB  (Sweden) 

Upsala  (Sweden) 


SWITCHING  TO  XM  l^^andC^uderim 

"We've  seen  major  quality  La  Depeche  du  Midi  (France) 
improvements,  including  The  MECOM  group  (Netherlands) 

better  image  detail,  bet-  CM  Media  (USA) 

^  II  1  .  Nenkes  Allehanda  (Sweden) 

ter  overall  color  reproduc- 

tion,  and  increased  tonal  upsala  (Sweden) 

range,"  said  Mike  Ivancic,  _ ! _ 

operations  director  at  the  Gaston  Gazette  in  Gastonia,  NC. 
"Not  only  have  the  color  images  improved,  but  we  have 
been  equally  impressed  with  how  much  better  the  black  and 
white  images  print.  We  even  attained  benefits  we  hadn't 
factored  in,  for  example,  using  less  water  and  ink  with 
rSublima.  Our  customers  are  noticing  the  difference." 

Newspapers  around  the  world  [sidebar],  with  increased 
quality,  are  realizing  greater  ad  revenues  and  commerdal 
work.  XM  technology  has  led  to  increased  reader  and  adver¬ 
tiser  appeal. 

Newspapers  no  longer  need  to  accept  the  image  and  print 
quality  status  quo;  with  rSublima  screening,  advertisers  and 
readers  are  noting  the  difference.  And  that's  good  news  for 
everyone. 

AGFA 

CONTAQ: 

Sheila  Nysko,  Agfa's  business  development  manager. 
Newspaper  Systems,  North  America. 
Sheila.Nysko@agfa.com  •  1-800-540-2432  x7042 
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The  Newspaper  Enterprise 
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Versatile,  multi-vendor  workflow  management, 
commercial-resolution  screening,  quality  control 
and  web-based  approval  are  others. 

We  develop  technology  with  your  goals  in 
mind.  Because  our  goal  is  to  help  you  arrive 
at  your  destination,  efficiently  and  profitably. 

Newspapers  Stay  Ahead.  With  Agfa. 

Agfa  Corporation 
100  Challenger  Road 
Ridgefield  Park,  NJ  07660 
1.800.540.2432  ext.  4848 
www.agfa.com 


AGFA 


You  know  where  you  want  to  go. 

The  challenge  is  getting  there. 

That’s  why  we’ve  developed  innovative 
solutions  that  address  your  current  needs 
while  preparing  your  business  for  the  future. 
Our  multiple-resolution  CtP  is  one  example. 


SPECIAL  ADVERTISING  SECTION 


Missouri's  News  Tribune  Happy  with  their 
New  MAN  Roland  UNISET  75 


Jefferson  City,  Missouri — The  News  Tribune  Company, 
publisher  of  the  leading  dailies  and  weeklies  in  Missouri's 
capital  city,  went  on  edition  with  its  new  MAN  Roland 
UNISET  75.  The  press  is  the  centerpiece  of  an  all-new  $14 
million  production  facility. 


Fresh  from  the  Folder. 

News  Tribune  production 
executives  join  with 
MAN  Roland's  project 
management  experts  to 
ensure  that  the  quality 
produced  by  the  new 
press  set  new  standards 
for  the  paper. 


Mike  Vivion,  the  News  Tribune's  General  Manager,  gives  high 
marks  to  both  the  new  press  and  to  its  manufacturer's 
ability  to  ensure  a  timely  and  effective  start-up.  "The  instal¬ 
lation  was  great,  and  this  machine  really  does  run  well,"  he 
says.  "The  training  and  support  was  tremendous.  MAN 
Roland  has  been  excellent  to  work  with.  They  have  fulfilled 
all  of  the  promises  that  they  made  when  we  signed  for  this 
press.  We  are  very  happy." 

The  News  Tribune's  UNISET  75  is  configured  with  four  reel 
stands,  32  couples  and  a  2:3:3  folder.  As  it  was  activated,  a 

32-year  old  press  system  made - 

by  a  different  manufacturer  was 
decommissioned.  The  changeover 
went  smoothly,  led  by  the  pro¬ 
duction  staff  of  the  News  Tribune 
in  partnership  with  MAN  Roland's 
project  management  team. 

Vince  Lapinski,  COO  Web 
Operations  for  MAN  Roland  Inc. 
directs  the  spotlight  on  the  News 
Tribune  team.  "Making  a  seam-  g.gg^^ 
less  transition  to  a  new  press  Tribune's  new  50,000  sq  ft 
requires  an  incredible  amount  of  production  facility  proudly 
teamwork,"  he  says.  "It  was  proclaims  its  heritage, 
gratifying  to  partner  with  such  a 
knowledgeable  and  enthusiastic  group  of  professionals  for 
this  installation  and  start-up.  We  salute  their  skills  and  com¬ 
mitment  and  look  forward  to  following  and  supporting  their 
continued  success  in  the  years  ahead." 

The  News  Tribune  Company  serves  the  state's  capital  with 
three  publications.  The  Sunday  News  Tribune  has  a  paid 


Mission  Control.  Two 

PECOM  control  consoles 
are  the  access  points  for 
the  automated  advance¬ 
ments  the  new  UNISET  75 
provides.  The  MAN  Roland 
project  management  part¬ 
ners  with  the  News 
Tribune  crew  to  ensure  a 
smooth  start-up. 


circulation  of  24,041.  The  News  Tribune  is  published  week¬ 
day  afternoons  and  Saturday  mornings,  with  a  circulation  of 
17,351.  And  the  Daily  Capital  News  is  a  morning  paper  that 
reaches  2,388  paying  readers.  The  company  also  prints  the 
Fulton  Sun,  a  five-days-a-week  daily  newspaper,  with  a  cir¬ 
culation  of  4,087  and  the  weekly  California  Democrat  with 
3,613  subscribers,  extending  its  coverage  of  central 
Missouri. 

Vivion  says  the  new  UNISET  is  already  notching  up  satisfac¬ 
tion  levels  among  subscribers  and  advertisers. 

"We've  also  completely  redesigned  the  paper  to  make  better 
use  of  the  expanded  color  capabilities  UNISET  delivers,"  he 
says.  "It's  a  more  open  and  cleaner  look  that  takes  advan¬ 
tage  of  the  higher  print  quality  we  are  now  producing." 


FOR  MORE  INFORMAHON: 

Vince  Lapinski,  COO  of  Web  Operations 
630.920.5853  •  lapinski@mru.com 

ABOUT  MAN  ROLAND 

MAN  Roland  Druckmaschinen  AG,  Offenbach,  is  the  world's 
second  largest  printing  systems  manufacturer  and  the 
world's  market  leader  in  web  offset.  MAN  Roland  operates 
out  of  Offenbach,  Augsburg  and  Plauen  in  Germany.  It 
employs  9,000  staff  and  generates  annual  sales  of  EUR  1.7 
billion,  with  an  export  share  of  83%.  Web  and  sheetfed  off¬ 
set  are  its  major  product  lines  for  publishing,  general  com¬ 
mercial  and  packaging  printing.  MAN  Roland  is  the  only 
printing  press  manufacturer  to  be  a  partner  of  the  WAN 
(World  Association  of  Newspapers).  In  North  America,  MAN 
Roland  Inc.  operates  a  network  of  five  regional  sales  and 
service  facilities,  staffed  by  over  250  employees. 
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Reframe  your  format  to  reach  more  readers. 

MAN  Roland  brings  you  the  configurations  that  connect. 


Newspapers  around  the  world  are  attracting  new  readers  while  increasing  their  ad  revenues  with  applied  innovations  from 
MAN  Roland.  Powering  your  press  rooms  with  technologies  and  press  concepts  that  let  you  tighten  your  profiles  while 
lowering  your  production  costs.  Together,  we’ll  help  you  reframe  your  format  to  produce  more  reader-friendly  creative 
options  that  also  provide  beneficial  results  to  your  bottom  line.  Your  new  readers  and  advertisers  are  waiting.  Connect  with 
-  us  today,  so  you  can  connect  with  them  tomorrow.  ^ 


SPECIAL-  ADVERTISING  SECTION 


Reach  New  Readers! 

Kodak  Continuous  Inkjet  Can  Help  You  Grow  Circulation 

As  newspapers  struggle  to  retain  and  attract  advertising,  they  are  also  facing  the  challenge  of  maintaining  readership 
in  an  increasingly  competitive  (and  aging)  market.  New  technologies  and  communication  channels  from  the  inter¬ 
net,  cable  television,  digital  video  recorders,  to  satellite  radio  and  podcasting  are  competing  for  both  ad  dollars  and 
reader  attention.  Newspapers  are  answering  these  challenges  with  companion  publications,  new  formats,  and  a  powerful 
combination  of  increased  color  and  greater  relevancy  with  smaller/targeted  zones  and  more  specialized  sections. 

Kodak  offers  a  completely  digital,  full-color  printing  and  finishing  system  for  newspapers:  the  Kodak  Versamark  VX5000 
digital  printing  system.  Capable  of  printing  over  1000  40-page  broadsheets  per  hour,  or  over  40,000  16-page  tabloids 
per  day,  this  remarkable  system  enables  economical  shorter  runs  for  local  weekly  newspapers,  targeted  or  special 
sections  for  daily  newspapers,  or  continuous  printing  of  a  variety  of  newspapers  gathered  electronically  around  the  world 
for  remote  distribution  on  day  of  publication  in  large  cities. 

The  Kodak  Versamark  VX5000  system  is  highly  flexible  and  upgradeable.  The  system  can  be  configured  for  black  and 
white,  50%  process  color,  or  100%  process  color  -  depending  on  the  immediate  application  need  and  future  upgrade 
needs.  The  Kodak  Versamark  VX5000  is  a  flexible  system,  working  with  industry-standard  PDF  pages  from  existing 
pagination  systems  as  well  as  fully-formatted  "ready  to  print"  newspapers  from  digital  distribution  channels.  The  versa¬ 
tile  VX5000  system  can  also  open  up  new  revenue  opportunities  with  applications  like  direct  mail  or  statements,  with 
simple  changeover  and  a  unified  front-end  controller. 

Kodak  Continuous  Inkjet  provides  the  lowest  cost  of  operation  of  any  digital  printing  technology,  using  dye  based  inks 
on  standard  newsprint  paper,  closely  matching  the  look  and  feel  of  offset  newspapers.  Kodak  also  offers  a  wide  variety 
of  imprinting  products  that  can  enhance  your  existing  printing  and  bindery  equipment  by  adding  the  benefits  of 
personalization  and  variable  printing — inline,  in  real-time. 


For  more  information  on  the  Kodak  Versamark  VX5000  printing  system, 
or  other  Kodak  products,  please  call  1-866-563-2533 
or  visit  www.kodak.com/go/v-series. 

Kodak 

®Kodak,  2006 

Kodak  and  Versamark  are  trademarks  of  Kodak. 
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How  can  I  produce 
high-quality, 
personalized  aag** 
newspaper  and 
TMC  addressing 
and  messaging 
at  a  low  cost? 


Kodak 


With  the  Kodak  digital  printing  systems  you  can  produce  high-quality,  low-cost,  variable  print  jobs  and  high  speed  addressing  in-line 
with  almost  any  existing  press  or  mailroom  system.  Our  narrow  format  printers  have  the  ability  to  print  at  virtually  any  angle  with  a 
high  level  of  reliability— and  with  continuous  inkjet  technology,  you  can  print  with  outstanding  productivity!  Kodak  offers  the  ideal 
digital  printing  solution  for  addressing  and  messaging  on  newspapers  and  Total  Market  Coverage.  Call  1-866-563-2533  or  visit 
www.kodak.com/go/d-series. 


Kodak  Versamark  D55120  printing  system 


Kodak  2006.  Kodak  and  Versamark  are  trademarks  of  Kodak 
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SPECIAL  ADVERTISING  SECTION 


QUIPP,  INC. 

Quipp,  inc.,  through  its  subsidiaries,  Quipp  Systems,  Inc. 
and  Newstec,  Inc.,  offers  a  complete  line  of  dependable,  high 
performance  mailroom  equipment. 

The  Company  designs,  manufactures  and  installs  newspaper  packaging  and 
distribution  systems  consisting  of; 

^  high-speed  inserters 
^  collators  with  polywrapping  capabilities 
^  gripper  conveyors  and  belt  conveyors 
^  stackers 

^  bottomwrappers  with  inkjet  capabilities 
^  floor  equipment  &  complete  bundle  distribution  systems 
^  palletizers 
^  cart  loaders  & 

^  integrated  control  systems 

In  addition  to  establishing  itself  as  a  leading  original  equipment  supplier,  with  over 
3,500  stackers  and  2,200  wrappers  sold  since  1983,  Quipp  has  developed  a 
comprehensive  program  addressing  customer  needs  for  aftermarket  parts  and 
services.  The  Quipp  and  Newstec  brands  provide  a  wide  range  of  equipment, 
systems,  controls  and  service  solutions. 

Is  it  time  for  a  post  press  upgrade? 

Make  the  intelligent  choice. 

mm*  Mornwr 

The  Intelligent  Post  Press  Solution 


Quipp,  Inc. 

4800  NW  157'^  Street 
Miami,  FL  33014 
Phone:  (305)623-8700 


Quipp  Systems,  Inc. 

Angel  Arrabal 

Quipp’s  VP  of  Sales  and  Marketing 
Phone:  (305)  623-8700  ext.  337 


Newstec,  Inc. 

Terry  Connors 

Newstec’s  VP  of  Sales  and  Marketing 
Cell:  (617)  584-6662 
tconnors@newstec.com 
www.newstec.com 
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To  learn  more  about  how  the  Quipp/Newstec  partnership  can  optimize  the  value  of  your  post  press  investment, 
visit  quipp.com  or  newstec.com  or  call  us  at  (305)  623-8700 
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gum  NEWSTEC 

The  IntelKgent  Post  Press  Solution. 

mra.quipp.com  •  www.newstec.com 
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©Schur 


DENVER  NEWSPAPER  AGENCY 


©Schur 


The  San  Diego  Union-Tribune  and  Denver 
Newspaper  Agency  Purchase  Schur  Palletizers 


©Schur* 


CONTAQ: 

Daniel  Kemper  at  (847)  619-0068  •  dmk@schur.com  •  www.schur.com 


The  Copley  Press,  Inc.  has  chosen  Schur  as  their  suppli¬ 
er  of  palletizing  equipment  for  The  San  Diego  Union- 
Tribune  production  facility  in  San  Diego,  California.  The 
Packaging  area  will  see  the  first  of  four  palletizing  systems 
arrive  in  April  and  the  installation  will  be  operational  in  late 
2006.  This  automation  will  then  form  the  framework  for  dis¬ 
tributing  their  daily  production  of  335,000  copies  and 
Sunday  production  of  420,000  copies  of  The  San  Diego 
Union-Tribune.  In  order  to  carry  out  the  daily  and  Sunday 
production,  Schur  will  supply  a  palletizing  system  of  two 
double  cells  that  in  total  include  four  Winrob  II  Palletizers 
and  two  PSW  Stretch  Wrappers.  Each  cell  will  include  two 
Palletizers  and  one  Stretch  Wrapper.  Complementing  the  pal¬ 
letizing  systems  will  be  a  complete  bundle  conveyor  system 
maximizing  flexibility  from  any  tie  line  to  any  palletizer. 


In  addition.  The  Denver  Newspaper  Agency  has  chosen  Schur 
as  their  supplier  of  palletizing  equipment  for  their  produc¬ 
tion  facility  in  Denver,  Colorado  as  well.  The  Packaging  area 
will  see  the  first  of  eleven  palletizing  systems  arrive  in  June 
and  the  installation  will  be  fully  operational  in  late  2007. 
This  automation  will  then  form  the  framework  for  distribut¬ 
ing  their  daily  and  Sunday  production  of  The  Denver  Post 
and  the  Rocky  Mountain  News. 


Schur  will  supply  a  palletizing  system  of  five  double  cells 
that  in  total  include  ten  Winrob  II  Palletizers  and  five  PSW 
Stretch  Wrappers  plus  one  single  cell  containing  one 
Palletizer  and  one  Stretch  Wrapper.  Complementing  the 
palletizing  systems  will  be  a  series  of  tie  line/bundle 
conveyor  systems  to  transport  and  account  for  each  bundle 
to  the  palletizers. 


The  Winrob  II  is  a  fully  automatic  palletizing  system  with 
many  features,  offering  publishers  reliable  and  effective 
means  of  on-line  palletizing.  The  Winrob  II  has  been  devel¬ 
oped  to  handle  both  strapped  and  unstrapped  bundles  with 
a  capacity  of  up  to  35  bundles  per  minute.  The  palletizing 
operations  are  controlled  by  the  TPS  Production 
Management  System  that  is  integrated  in  the  overall  cus¬ 
tomer  distribution  system  and  also  interfaces  to  other  sup¬ 
plier's  systems.  The  TPS  System  provides  the  customer  with 
a  number  of  useful  production  capabilities.  Among  them  are 
programmed  pallet  production,  pallet  addressing  and  a  bun¬ 
dle  tracking  system  allowing  for  the  tracking  of  bundles  in 
connection  with  zoned  insert  production.  Furthermore,  it  is 
possible  to  extract  production  reports  and  statistics  to  help 
optimize  production. 
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Producing  maximum 
revenue  to  optimize 
your  ROI  sweetspot. 


Presenting  the  only  production  insert  packaging  system  designed  to 
accommodate  inserted,  paper  wrapped  or  plastic  wrapped  packages.  With 
easier,  faster  setup,  centralized  control  and  low  maintenance  costs,  the  A855  system 
is  the  inserter  of  choice  in  packaging  departments  around  the  world.  The  configuration 
choices  are  many,  and  all  of  them  offer  the  same  characteristics  of  reliability  and  high 
production  throughput  that  you’ve  come  to  expect  from  the  Schur  family  of  products. 
Let  us  help  you  drive  revenue  right  into  your  ROI  sweetspot. 

Call  us  at  847.619.0068  for  examples  of  how  we’ve  helped  newspapers  all 
over  the  country,  and  how  Schur  can  put  your  mailroom  in  the  ROI  sweetspot. 


A600  Stacker 


S  SchurV-^ 


Schur  Packaging  Systems,  Inc. 

Schaumburg  •  Illinois  •  USA 

P:  847.619.0068  •  F;  847.619.0353  •  www.schur.com 


62006  Schur  Pack«9ng  SyMims. 
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TECHNOLOGY  LLC 


From  everyone  in  the  Kansa  family,  we  would  like  to  say... 


.Thank  Youf 


San  Bernardino  County  Sun 
San  Bernardino,  CA 
Media  News  Group 


For  Your  Recent  Purchase 


Web  Offset  Printing  Co.,  Inc. 
Clearwater,  FL 
Independent 


The  Kansa  480  inserter  and  multi-feeder  is  one  of  the  best 
additions  we've  ever  made  to  the  production  department  at 
the  Daily  Rocket-Miner.  In  less  than  one  year,  the  machine  has 
paid  for  itself  in  reduced  payroll  and  increased  insert  revenue 
-  not  to  mention  reduced  stress. 


Ocala  Star  Banner 
Ocala,  FL 
New  York  Times 


Times-Georgian 
Carrollton,  GA 
Paxton  Media  Group 


In  a  time  when  our  community  is  booming  with  industry  and 
there  is  less  than  one-half  percent  unemployment,  keeping 
our  hand  inserting  positions  filled  was  a  constant  battle.  Now 
we  are  able  to  have  dedicated,  trained,  permanent  staff. 


Ottumwa  Courier 
Ottumwa,  lA 
CNHI 


PN  Printing/Daily  News 

Bogalusa,  LA 

Wick  Communications 


In  the  past,  we  were  forced  to  limit  the  number  of  inserts  we 
could  accept  in  order  to  meet  production  schedules-never  a 
good  plan  for  customer  service.  In  the  first  six  months  of 
installation,  we  were  able  to  accept  100  additional  inserts 
over  the  same  period  the  previous  year.  As  staff  members  have 
become  more  proficient,  it  has  been  months  since  we  have 
had  an  insert  that  would  not  run  in  the  machine. 


Branson  Daily  News 
Hollister,  MO 

Lancaster  Management  Inc. 


Evening  Tribune 
Homell,NY 

Liberty  Group  Publishing,  Inc. 


Holly  Dabb,  Publisher 
Daily  Rocket-Miner 
Rock  Springs,  WY 


Valley  Morning  News 
Harlingen,  TX 

Freedom  Communications  Inc. 


Lillie  Suburban  Newspapers 
North  St.  Paul,  MN 
Independent 


The  Robesonian 
Lumberton,  NC 
Heartland  Publications  LLC 


/Oi'  ^ 
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Rome  Sentinel 
Rome,  NY 
Independent 


Kansa  Multi-Feeder 
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The  State-of-the-Art 
k  TWISTER-M2 


•  Add  more  inserts  with  your  existing  circular  or  inline 
\  inserting  machine. 

Expand  your  current  inserter  without  moving 
\  your  jacket  station  or  delivery. 

Collate,  feed,  and  rotate  to  proper 
orientation. 

Modular  design  can  be  expanded 
^  I  \  in  two  station  units. 


Handles  difficult  inserts 
.  such  as  glossy  single 
\  sheets,  die  cuts,  and 
K  \  slick  glossy  tabs. 

-  \ *  CE  Compliant. 


Contact  Information 

Phone  (620)  343-6700 

Fax  (620)  343-2108 


marketing@kansa.com 

www.kansa.com 


3700  Oakes  Dr.,  Emporia,  KS  66801 

KANSA  IS  a  registered  trademark  of 
Kansa  Technology,  LLC 


The  new  Twister  we  installed  in  December  is  running  very  well.  It  has  increased  our 
throughput  on  the  machine,  cut  hours,  and  the  best  part  is  the  integrity  of  the  bundles  and 
neatness  of  the  package.  The  Twister  has  done  an  excellent  job  in  improving  our  operation. 
In  addition,  our  installation  went  smoothly  and  on  time.  We  really  appreciate  what  the 
machine  has  done  for  us.  Thank  you  and  your  company  for  a  great  product. 

Sincerely, 

Don  Kay,  President  of  Operations 
Inland  Papers  -  Media  News  Group 
San  Bernardino,  CA 


525  QUARTER  FOLDER 


QUADRACART 


KANSA  PADDER 


It's  no  secret  why  leading  publishers 
around  the  world  look  to  KANSA  for 
high-quality^  highly  adaptable 
machines.  Our  dedication  to 
customer  service  before,  during  and 
after  your  purchase  means  you'll 
have  a  lifelong  friend  in  the 
publishing  world. 
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Bottom  Line  Savings  You  Can  Pass  Along... 


The  symbiotic  relationship  between  publishers  and 
their  advertisers  has  historically  been  a  delicate  one. 
Newspapers  and  magazines  survive  on  the  purse 
strings  of  their  advertisers  who  submit  their  ads  with  one 
purpose:  to  attract  business  with  sharp,  crisp,  clean 
advertisements.  On  the  other  hand,  advertisers  also 
expect  great  rates  from  the  publishers  in  order  to  be  able 
to  afford  placing  their  ads.  The  more  efficient  the  press 
room  becomes,  the  more  savings  can  be  passed  on  to  the 
advertisers  as  well  as  the  consumers. 

At  Web  Press  Corporation,  we  realize  that  your  product  is 
dependent  on  our  product... a  press  that  provides  consis¬ 
tent,  sharp  registration  and  vivid,  brilliant  color  with 
limited  run  wastage. 

Since  the  introduction  of  the  Quad-Stack  in  the  late 
1990's,  Web  Press  has  continued  to  improve  its  perform¬ 
ance.  We  have  made  changes  to  the  machine  itself  to 
tighten  our  virtually  dot-on-dot  registration.  We  provide 
solid  stainless  steel  cylinders  and  bearers  on  the  plate 
cylinders  to  ensure  strength  and  longevity.  Double  oscil¬ 
lation  is  available  for  a  higher  quality  end  product. 

Web  Press  customers  have  mentioned  the  need  for 
increased  management  of  start-up  waste.  Our  Quad-Stack, 
which,  on  its  own,  enables  less  start-up  waste  than 
running  unit-to-unit  four  color,  can  also  be  paired  with 
a  variety  of  inking  systems  which  help  to  lower  wastage 


figures.  More  and  more  Quad-Stack  users  are  getting  down 
to  200  copy  range  per  start-up. 

UV  suppliers  have  teamed  up  with  Web  Press  Corporation 
enabling  pressrooms  to  print  coated  stock  magazines  and 
brochures.  Quad-Stack/UV  customers  are  now  printing 
everything  from  posters  to  calendars  on  machines  that 
were  formerly  considered  "newspaper  presses". 

In  addition,  Web  Press  Corporation  will  soon  offer  new 
technology  encompassing  a  touch-screen  automation 
system.  Each  Quad-Stack  will  have  a  screen  mounted 
directly  on  the  machine  which  will  virtually  eliminate  the 
need  for  manual  adjustments.  (Complete  press-lines 
containing  2,  3  or  more  Quad-Stacks  or  UPM  units  will 
have  a  master  touch-screen  automation  system  mounted 
in  a  free-standing  control  station)  This  automation 
system  will  include  the  ability  to  calculate  and  monitor 
waste  management. 

CONTACT: 

WEB  PRESS  CORPORATION 

You  have  needs... we  have  solutions! 

www.webpresscorp.com 

info@webpresscorp.com 

1-800-424-1411 


Web  Press 
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5-366-8-65 

Not  a  New  Phone  Number  or  Secret  Code... 

Simply  the  Latest  Proof  of  KBA's  Ability  to  Create  Customized  Solutions 
for  Customers  Throughout  North  America 


Already  this  year,  we  have  commissioned  state-of- 
the-art  KBA  presses  at  5  different  locations.  This 
represents  the  near-simultaneous  installation  of  366 
printing  couples,  8  folders  and  65  reels,  including  all  the 
training  and  support  necessary  for  successful  launches. 

At  each  of  these  locations  bright,  crisp  new  products  are 
being  published  daily  as  processes  become  fine-tuned  and 
kinks  are  ironed  out. 

This  unprecedented  period  of  KBA  North  America  installa¬ 
tion  activity  means  that  five  unique  buyers,  each  with  a 
distinctly  individual  set  of  challenges  and  needs,  found  in 
us  the  one-of-a-kind  solution  they  could  find  nowhere 
else. 

Gannett's  Central  New  York  Newspaper  Group  wanted  to 
consolidate  production  of  three  dailies  into  one  central¬ 
ized  location.  Not  only  did  they  need  equipment  capable 
of  accommodating  three  newspapers'  editorial  closing 
times,  they  also  wanted  to  produce  non-newspaper  jobs  of 
different  sizes  independently  of  other  work  on  the  press. 
The  solution?  Sixty  printing  couples  in  eight  Colora  tow¬ 
ers  over  10  reelstands  —  with  five  towers  on  one  side  of 
the  two  folders  and  three  on  the  other  —  operable  as  two 
individual  presses  or  as  one  complete  "super  press." 

Independent  Newspapers  (Dover,  DE),  required  a  techno¬ 
logical  upgrade  with  machinery  that  had  proven  its 
mettle  in  newspaper/semi-commercial  pressroom  environ¬ 
ments.  The  solution?  A  Colora  press,  arrayed  as  one  tower 
of  10  printing  couples  situated  at  right  angles  to  the 
variable  web  width  folder  arrangement. 

Media  General  and  the  Bristol  Herald  Courier  wanted 
multi-color  capabilities,  enhanced  efficiencies,  and 
variable  web-width  flexibility  to  produce  a  wider  array  of 
non-newspaper  products.  The  solution?  A  floor-mounted 
Comet  in  two  parallel  lines  with  five  eight-couple  towers 
and  a  future  position  for  an  additional  tower.  Included  is 
a  specially  designed  and  positioned  turner  bar  and  ribbon 
decks  representing  a  50  percent  increase  in  page  capacity 
with  only  a  slight  increase  in  capital  investment. 

The  Kansas  City  Star  hoped  to  pack  more  vivid  color  into 
a  slimmer,  sleeker  package  for  its  daily  production  run  of 


280,000  copies.  The  solution?  Twin  KBA  Commander 
presslines,  each  boasting  two  presses  encompassing  216 
couples,  36  towers,  40  Pastostar  RC  automatic  reelstands 
and  four  folders.. .the  largest  Commander  press  installa¬ 
tion  in  North  America. 

Gannett's  Rockford  (IL)  Register  Star  needed  a  dramatic 
upgrade  in  quality  and  color,  as  well  as  commercial  capa¬ 
bility,  given  its  nearly  40-year-old  press.  The  solution?  A 
Colora  press  that  significantly  increases  production  speed, 
more  than  triples  color  capacity,  and  allows  two  separate 
jobs  to  be  printed  simultaneously.. .all  while  offering 
variable  web  width  via  an  outboard  former  arrangement. 

In  addition,  we  plan  to  commission  the  4  x  1  Prisma  for 
the  Hilton  Head  Island  Packet  and  the  Beaufort  Gazette 
before  yeari s  end. 

The  common  themes?  Everybody  wants  greater  color 
capacity,  and  brighter,  crisper,  more  dynamic  color  for 
luring  advertisers  and  readers  alike.  Everybody  wants 
faster  production  cycles  that  can  push  back  deadlines 
without  delaying  delivery  times.  And  everybody  wants  the 
production  flexibility  that  allows  presses  to  generate 
revenue  around  the  clock. 

But  different  companies  have  different  priorities.  Budgets 
vary.  Expectations  shift  from  market  to  market.  Pressroom 
footprints  differ  from  one  site  to  the  next. 

So  remember,  if  KBA  doesn't  already  have  your  technolog¬ 
ical  solution  up  and  running,  we'll  use  our  nearly  200 
years  of  press  engineering  expertise  to  customize  a 
solution  just  for  you. 

CONTACT: 

Gary  Owen,  (717)  505-1150 
Gary.Owen  @  kbapa.com 
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No  matter  how  you  work  the  numbers,  the  answer  is  always  the  same. 
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We  have  the  printing  press  solutions  you're  looking  for.  No  matter  your  size,  your 
expectations,  or  your  unique  production  demands,  we  can  help  you  increase 

productivity,  color  capacity,  and  revenues.  How?  _ 

With  proven  performance.  Contact  KBA  toc^y! ' 

.  KBA  North  America 


3900  E.  Market  St,  P.0. 8OJ4.U015,  York  PA  17402-0615 
e-mail:  salesOkbapa.com  web:  www.k'ba-print.com/pa  -^tek  f717)  505-1 1 50  fax:  (717)  505-1161 


,  '  SPECIAL  ADVERTISING  'section 


Press  Models  and  Quality  Control 


Printers  House  Americas  (PHA)  is  the  North  American 
distributor  of  Orient  Presses  built  by  The  Printers 
House,  Ltd.  {tph).  As  one  of  the  world's  largest  sin¬ 
gle  width  press  manufacturers,  tph  currently  offers  five 
models:  Orient  X-Press,  45,000  iph;  Orient  X-Cel,  36,000 
iph;  Orient  Super,  30,000  iph;  Orient  SS,  20,000  iph;  and 
Orient  Standard,  16,000  iph.  More  than  5,500  Orient 
units  are  producing  newspapers,  inserts,  flyers,  books,  and 
catalogs,  in  38  countries. 

Quality  does  not  happen  by  chance  at  tph.  Men  and 
machines  work  together  to  achieve  the  customer's  expec¬ 
tations.  The  core  philosophy  of  continuous  improvement 
is  the  basis  of  all  our  activities. 

Quality  management  begins  in  the  Computer  Aided  Design 
(CAD),  followed  with  Computer  Aided  Manufacturing 
(CAM)  to  Computer  Numeric  Control  (CNC)  machining  cen¬ 
ters,  which  insure  consistent  and  repeatable  quality  of  the 
highest  standards. 


The  tph  factory  received  ISO  9001  certification  in  1997  for 
its  Quality  Management  System.  Quality  infrastructure 
includes  a  3D-Poli  coordinate  measuring  machine.  Gear 
Roll  Tester  and  an  in-house  standards  room  for  calibration 
and  control. 

The  SMAIC  (Select,  Measure,  Analyze,  Improve  and 
Control)  model  is  used  throughout  the  organization, 
which  makes  continuous  improvement  a  way  of  life  at  tph. 


IttfUtillMg  ttaadltMtA  umIJiihS  1946 

To  find  out  more  about  tph  Orient  presses, 
go  to:  www.phaorient.com 
or  call  Al  Taber  at:  (770)  552-1528 
or  E-mail:  printersha@bellsouth.net 


Contact  Al  Taber :  770-552-1528  Email:  printersha@bellsouth.net 
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Cost  Efficient  Design 

Motorized  Register  /  Cutoff  Controls 

Pneumatic  Features  R" 
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Consistent  Print  Quality 
Simple  Maintenance 
U.  S.  Spare  Parts  Depot 
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Delivering  speed  with  unmatched  precision  ! 


Printers  House 
Americas  LLC 

www.phaorient.com 
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The  End  of  the  Newspaper  Ice  Age 

The  liquefaction  of  news  and  ad  content  that  is  frozen  in  disparate  publishing  systems 
is  about  to  create  a  flood  of  information  that  can  quench  the  thirst  of  consumers  and  advertisers. 


The  thirst  for  news  has  never  been  greater,  but  the  way  readers 
obtain  news  is  changing.  These  changes  are  not  favoring 
printed  newspapers.  The  need  for  advertisers  to  reach  consumers 
is  increasing  and  becoming  more  demanding  and  competitive,  but 
current  advertising  trends  don't  favor  printed  newspapers.  What  is 
keeping  newspapers  from  capitalizing  on  an  increasing  demand 
for  the  essence  of  what  they  have  traditionally 
delivered — news  and  ads? 


While  there  are  many  examples  for  both  news 
and  ads,  consider  one  trend.  Google  can  aggre-  If 

gate  news  from  newspapers  around  the  world,  iNj 

present  it  on  a  constantly  updated  basis,  and 
monetize  it  with  click  through  advertising  or 
even  local  ads.  Many  newspaper  groups  who  gather,  edit,  and  pres¬ 
ent  the  news  can't  do  that  kind  of  aggregation  and  updating 
among  their  own  newspapers.  What  does  it  mean  for  newspapers 
when  a  third  party  can  do  something  with  their  content  that  they 
can't  do  themselves? 

One  problem  is  that  all  of  this  news  and  information  is  held  in  local 
silos.  Newspaper  groups  who  own  many  newspapers  simply  own 
many  silos  of  news  and  ads.  They  can't  do  a  single  search  to  find 


and  access  the  information  they  have  in  all  of  those  silos.  They 
can't  aggregate  their  news  or  ads  with  any  immediacy  or  effective¬ 
ness.  Doesn't  that  create  significant  limitations  in  monetizing  it? 

DTI  has  learned  from  sharing  content  among  its  own  systems.  Now, 
a  new  Liquid  Media™  data  flow  technology  can  take  information 
that  is  frozen  in  a  silo  and  liquefy  it,  enabling 
it  to  escape  its  boundaries  and  flow  where  it  is 
|-|4-q1  needed,  on  demand— to  an  aggregated  web 

.  site,  to  mobile  phones,  multiple  printed  publi- 

ntTOlOQV  target  and  take  on  the 

NATIONAL&J®  shape  required  when  it  gets  there. 

With  DTI's  Liquid  Media  solution,  this  can  be 
accomplished  without  a  massive  centralization  of  data  and  without 
the  need  to  standardize  all  of  a  newspaper  group's  individual  silos 
on  one  particular  technology.  Groups  with  collections  of  disparate 
systems  and  databases  from  multiple  vendors  can  achieve  a  more 
fluid  architecture  immediately. 

CONTACT: 

Alyson  Williams 

e-mail:  awilliams@dtint.com 


ffVou  stick  with  a  RIGID,  print-centered  system 
how  will  you  compete  with  those  who  have  a 
Liquid  media  solution? 

DTI’s  Liquid  Media™  publishing 
model  describes  content  that  ^  ^ 
automatically  adapts  to  the 
form  the  consiuner  prefers. 

Publishers  turn  to  DTI  to  enable 
a  steady  flow  of  news  and  ads 
that  isn't  limited  by  the  need  to 
move  content  between  disparate 
systems  or  to  manually  reshape  rigid 
content  for  different  containers.  Liquid 
Media  content  b  ideal  for  print  publbbing, 
while  it  simultaneously  serves  Internet  portals 
and  mobile  devices.  " 

Some  trends  can’t  be  predicted,  but  cohtent 
and  solutions  that  are  “liquid”  wult  in  } 
news^edia  operations  that  are  prwared 
adapt  and  lead,  not  re-build  and  dlkh  up. 


www.dtmt.com 


/ 


Josephine  Plodzik 
using  Screen’s  ther¬ 
mal  PlateRite  News 
2000S,  at  Macomb 
Printing  in  Clinton 
Township,  Mich. 


an  earlier  go  at  the  market  with  high-end 
drum-based  imagers. 

Though  Fuji  could  be  counted  on  to  set 
up  at  Nexpo,  newspapers  have  not  account¬ 
ed  for  much  of  its  plate  business  —  which 
is  big  in  North  America  thanks  to  its  large, 
modem  manufacturing  plant  in  South 
Carolina.  It  gained  greater  visibility  in 
2004,  when  it  promoted  a  partnership  with 
ECRM  in  supplying  violet  CTP  solutions. 

Based  in  Bielefeld,  Germany,  Krause’s 
owner  started  out  by  taking  over  his  par¬ 
ents’  sausage  business.  The  company  today 
supplies  the  baking  and  food-preparation 
industries  in  Europe  and  has  businesses  in 
high-end  kitchens,  furniture,  and  metal 
processing  for  constmction  and  fireproof- 
ing.  xMong  the  way  it 
j  .  became  a  graphic  arts 

equipment  supplier 

'  I  with  a  line  of  step-and- 


Two  violet  vendors  enter  the  U.S 
market  as  thermal  sales  heat  up 

BY  JIM  ROSENBERG 


WHILE  MANY  IN  THE  INDUSTRY  COMPARE  VIOLET-  AND 

thermal-exposure  computer-to-plate  systems,  those 
moving  toward  the  blue-violet  light  may  have  more  to 
consider  than  they  imagined  only  a  few  months  ago. 
Two  more  makers  of  visible-light  y  ^ 

platesetters  have  entered  a  U.S.  1  \ 

CTP  market  characterized  in  re-  <  1  1 

cent  years  by  its  shrinking  number  !  ’  | 

of  vendors.  Neither,  however,  is  ^  J  ■  ^  " 

an  unknown:  Fuji,  maker  of  dig-  ”  I 

ital  camercis  and  film,  commer-  [  ||^  m  ^ " 

cial  plates  and  platesetters;  and 

Krause-Biagosch,  which  made  ^  & 


I  Fuji  entered  the  U.S.  news- 

"  paper  market  with  Saber  News 
CTP,  an  internal-drum  violet  platesetter 
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SAXOTECH's  online  publishing 
platform  is  the  engine  that  powers 
hundreds  of  news  websites  around 
the  world.  From  Oslo  to  Oshkosh, 
publishers  depend  on  our  systems 
to  extend  their  reach  and  revenue. 
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repeat  machines,  which  later  led  to  success 
in  making  and  selling  platesetting  systems. 
The  diversification  has  kept  all  its  enterpris¬ 
es  afloat  when  business  cycles  were  better 
for  some  than  others,  says  Krause  CTP 
Product  Manager  Stefan  Beke-Bramkamp. 

Krause  now  claims  to  be  No.  3  worldwide 
in  sales  of  semi-automatic  and  automatic 
machines  for  newspapers.  President  Jurgen 
Horstmann  says  his  company  has  the  most 
installed  machines  capable  of 200  plates 
per  hour  or  higher  throughput  —  more 
than  150,  according  to  Beke-Bramkamp.  Its 
flatbed  models  for  newspapers  range  from 
semiautomatic  60-90pph  and  new  90- 
120pph  machines  to  seven  field-upgradable 
models  of  its  120-300dpi  LS  Jet  line. 

Fast  flatbed  for  major  metros 

After  an  absence  of  several  years,  during 
which  it  sold  platesetters  to  printers  in  oth¬ 
er  markets,  Krause  returned  to  Nexpo  in 
March.  The  company  says  it  offers  spare 
parts  and  service  from  its  North  American 
headquarters,  in  Milford,  Conn.,  though  no 
one  at  Krause  could  be  reached  last  month 
at  that  location. 

Krause  promoted  its  LS  Jet  300  V, 
which,  at  300 12V2-inch-wide  plates  per 
minute,  is  clearly  aimed  at  the  top  of  the 
market.  LS  Jet  models  can  expose  as  much 
as  25.2  by  37.0  inches  at  up  to 
1,270  dpi  (optional  to  2,540 
dpi)  in  one-dot  increments.  Its 
plate  trolley  holds  6OO  single 
or  300  panorama  plates.  Slip- 
sheets  are  automatically 
removed. 

“We  looked  at  the  [North] 

American  market  several 
times,”  Beke-Bramkamp  says, 
explaining  that  initially  most 
metros  weren’t  converting  to 
CTP.  Already  successftil  in 
South  America,  Krause  turned 
to  Asia.  A  recent  sale  of  three 
more  platesetting  lines  to  the 
Times  of  India  for  a  new  plant 
brings  the  total  in  that  country  to  about  30. 

In  the  meantime,  Europe  was  also  still 
active,  with  TVinity  Mirror  buying  Krause 
CTP  since  in  2002.  With  company  finances 
in  good  shape  last  year,  he  says,  managers 
asked,  “What  should  we  do  now?”  Deciding 
it  could  now  serve  both  large  and  small 
newspapers,  Krause  saw  that  it  needed  new 
markets,  not  new  products.  So  it  moved 
into  Scandinavia  this  year  and  also  hopes 
to  place  machines  soon  in  North  America. 

In  an  earlier  statement,  Horstmann  said 
“obvious  reasons”  for  looking  again  at  U.S. 
newspapers  include  “lower  plate  pricing” 


and  “slow  conversion”  to  CTP,  which  “soon 
will  result  in  a  boost  in  the  high-volume 
newspaper  market.”  Krause  is  betting  on 
violet  on  two  fronts,  and  Beke-Bramkamp 
expects  recent  talks  to  lead  to  a  North 
American  customer  site  by  next  year. 

“A  key  market  for  us  in  the  U.S.  is  the 
major  metros,”  Beke-Bramkamp  says,  citing 
the  aging  frequency-doubled  YAG-laser 
imagers  installed  at  many  large  dailies  and 
the  absence  of  CTP  at  others.  “We  are  the 
only  one  who  can  drive  a  Fuji  plate  a  full 
speed,”  he  says  of  the  LP  NV  and  LP  NNV 
violet  plates.  The  LS  Jet  is  equipped  with  a 
lOOmW  diode  laser,  he  says,  in  contrast  to 
the  60mW  diodes  other  imagers  use. 

At  the  same  time,  Beke-Bramkamp 
continues,  Krause  has  developed  new  violet 
internal-drum  platesetters  because  “we 
think  that  violet  will  come  back  in  the 
commercial  [printing]  world,”  after  ther¬ 
mal  CTP  hurt  its  prospects  for  several  years. 

Drum  for  midrange  market 

Just  as  Krause  reappeared,  looking  to  the 
high-volume  market  with  its  flatbed,  Fuji- 
film  Electronic  Imaging  entered  newspaper 
CIT,  aiming  at  the  high-quality  market  with 
an  internal-drum  device.  As  Screen  did 
with  a  thermal  platesetter,  Fuji  designed  a 
violet  imager  for  newspapers  based  on  its 


commercial  machines.  And  like  its  biggest 
competitors,  Fuji  is  a  major  plate  producer. 

Available  in  three  versions  through  Fuji 
Photo  Film  U.SA.  subsidiary  Enovation 
Graphic  Systems,  the  Saber  News  CTP 
images  1,016-2,540  dots  per  inch,  with 
commercial  resolutions  available  as  an 
optional  upgrade.  Depending  on  model,  it 
exposes  up  to  130 123/„by  24-inch  single 
plates  (up  to  107  panorama  plates)  per  hour 
at  1016  dpi.  Plates  may  range  from  ll“/32  by 
152  V32  inches  to  40>7/32  by  35>3/32  inches. 

With  Saber  News’  twin-laser  exposure,  if 
one  laser  fails,  a  machine  can  continue  out¬ 


putting  plates  at  70%  of  optimum  capacity. 

The  imager  incorporates  laser  plate-edge 
detection  for  accurate,  consistent  exposure 
starts  and  precise  plate-to-plate  register. 
Resulting  image  stability,  according  to  Fuji, 
means  that  color  from  a  plate  output  on 
one  Saber  News  will  register  with  another 
color  on  another  plate  output  for  the  same 
job  from  another  Saber  imager. 

Fuji  says  it  designed  the  Saber  News  to 
allow  a  low-volume  paper  to  invest  in  a  fast 
manual  imager  upgradeable  to  higher  reso¬ 
lution,  online  processing,  and  full  automa¬ 
tion.  The  device  accepts  up  to  five  cassettes 
of  large  format  (60  plates)  or  high  capacity 
(150  plates).  Each  may  hold  a  different  size. 
Slipsheets  are  automatically  removed. 

Though  it  images  other  plates,  Fuji  says 
Saber  News  is  optimized  to  run  its  own  LP- 
NNV  violet  newspaper  plate,  and  supports 
the  LP-NV.  The  newer  LP-NNV  supports 
longer  press  runs  and  wider  exposure  and 
development  latitudes.  According  to  Fuji, 
performance  is  further  improved  by  less  dot 
shrinkage  and  on-press  dot  gain.  Enova- 
tion/Fuji  attributes  the  plates’  efficiency, 
tone  reproduction,  and  on-press  durability 
to  its  “multigrain”  technology  —  a  structure 
consisting  of  primary  grain,  honeycomb 
grain,  and  micropores  which  promote 
printing  efficiency,  tonal  fidelity,  long 

process  life,  and  simple  plate¬ 
making.  Its  sensitivity  makes  it 
compatible  with  the  fastest 
platesetter  systems.  Rated  at 
300,000  impressions,  the 
photopolymer  plate  holds  2% 
to  98%  halftone  dots  at  100 
lines  per  inch. 

Though  Fuji  doesn’t  divulge 
market  share,  Enovation 
Marketing  Communications 
Manager  Phil  Laskowsky  ac¬ 
knowledges  that  it  is  “relatively 
small  in  newspapers,  because 
it’s  not  an  area  we’ve  concen¬ 
trated  on.”  Nevertheless,  con¬ 
firming  the  company  is  making 
a  push  among  North  American  newspa¬ 
pers,  he  calls  the  market  “a  huge  growth 
opportunity  for  our  plates  and  platesetters, 
as  well  as  the  workflow,  pressroom  prod¬ 
ucts  and  other  solutions  that  Enovation 
distributes.” 

He  says  Fuji  chose  violet  for  newspaper 
CTP  because  it  “offers  the  largest  range  of 
imaging  and  productivity  advantages.” 

Enovation  also  still  sells  ECRM  plateset¬ 
ters,  but  targets  them  at  dailies  circulating 
fewer  than  50,000  copies  and  requiring 
no  more  than  80,000pph  output.  For  sites 
supporting  50,000-150,000  circulations, 
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Laskowsl^’  continues,  it  offers  Saber  News’ 
80-130pph  productivity  and  commercial  res¬ 
olutions  for  printing  more  than  newspapers. 

But  while  Enovation  now  markets  CTP  to 
newspapers  of  most  sizes,  soon,  he  adds,  Fuji 
will  offer  150-300pph  productivity  for  dailies 
circulating  more  than  150,000  copies. 

ECRM’s  Newsmatic  —  for  local  and  larger 
papers,  printers  with  multiple  plate  lines,  and 
sites  requiring  back-up  —  comes  with  a 
bridge  to  an  online  processor  and  CtServer 
integration  software.  Plates  from  a  Newsmat- 
ic’s  light-tight  cassette  automatically  position 
against  its  register  system  before  exposure  at 
any  of  eight  resolutions  up  to  2450  dpi,  in 
formats  up  to  25  by  36V2  inches.  ECRM  also 
makes  the  semi-automatic  (manual  feed) 
ECRM  News  CTP. 

Agfa  also  aims  at  small  shops 

Agfa  remains  the  major  contender  among 
violet  CTP  suppliers  to  high-volume  shops 
requiring  flexibility  and  automation.  This 
spring  it  announced  that  Da>ton-based  Cox 
Ohio  Publishing  bought  three  Advan¬ 
tage  CLS  systems  to  produce  its  four 
dailies  and  four  weeklies. 

At  the  same  time,  however,  it  ex 
panded  into  North  America’s  under 
lOOpph  market  with  five  buyers  of  its 
new  Advantage  X  violet  platesetters: 
the  New  York  Times  Co.’s  31,082 
circulation  TimesDaily  in  Florence 
Ala.,  Gannett’s  17,627-circulation 
Daily  Times  in  Farming- 
ton,  N.M.,  and  printers 
of  Asian  papers  in  three 
other  states. 

Designed  as  a  more 
affordable  device  for  small 
to  mid-sized  newspapers 
and  coldset  printers,  the 
85pph  Advantage  X 
exposes  at  multiple  resolu¬ 
tions,  from  1000  to  2540  dpi.  Three-point 
Flex  registration  handles  up  to  41-by-25-inch 
panorama  plates.  Advantage  X  works  with 
associated  Agfa  production,  tracking  and 
transmission  software. 

In  the  very  broad  range  of  circulations 
between  the  smallest  and  largest  dailies,  alfa- 
Quest  Technologies’  FasTrak  systems  have 
been  soaking  up  sales.  (AlfaQuest  briefly 
offered  Krause  LS  Jets  when  violet  exposure 
was  still  new  a  few  years  ago,  but  that  busi¬ 
ness  “never  really  got  off  the  ground,”  says 
alfaQuest  President  Dennis  E.  Nierman.) 

As  spring  began,  the  Rolling  Meadows,  Ill., 
supplier  notched  a  sale  in  its  own  bacl^^ard, 
to  Shaw  Newspapers’  Northwest  News 
Group  of  two  dailies  and  24  non-dailies  in 
suburban  Chicago,  where  the  flagship  North¬ 


west  Herald,  in  Crystal  Lake,  has  configured 
two  180pph  multiresolution  Ultra  Series  Fas¬ 
Trak  violet  imagers  with  PrintExpress  output 
management  and  NewsColor  software  to 
proof  on  newsprint  vdth  HP  4000  printers. 

At  the  same  time,  Stephens  Media  Group 
ordered  25  FasTrak  imagers  and  workflow 
software  for  its  13  dailies  and  commercial 
printing  operation.  Installations  range  from 
a  semiautomatic  150pph  model  to  three  au¬ 
toloading  180pph  FasTraks  for  the  187,881- 
circulation  Las  Vegas  Review-Journal. 

A  short  time  later.  The  Brownsville  (Texas) 
Herald,  circulation  17,639,  had  installed  a 
150pph  FasTrak  with  two  1,000-plate  auto¬ 
loaders  for  production  that  includes  a  7,637- 
circulation  Spanish-language  edition. 

More  recently.  Journal  Register  Co.  put  in 
four  FasTrak  imagers  —  two  autoloading 
150pph  devices  at  the  approximately  84,000- 
circulation  New  Haven  (Conn.)  Register  and 
two  cassette-loading  135pph  units  at  its  near¬ 
by  commercial  operation  in  North  Haven. 

While  there  remains  substantial  competi¬ 


Krause  LS  Jet  300  with  new  Bluefin 
processor  and  violet  laser  optics  (inset) 


tion  at  other  levels  of  the  North  American 
newspaper  market,  at  the  high  end  Agfa  may 
have  an  advantage  as  successor  of  sorts  to 
Western  Lithotech,  which  supplied  many  of 
the  largest  papers.  In  2002,  the  Italian  owner 
of  plate  manufacturer  Lastra  bought  West¬ 
ern  Litho  from  Mitsubishi  Chemical.  About 
two  years  later,  Belgium’s  Agfa-Gevaert 
bought  Lastra’s  parent  company. 

Since  a  Gerber  Scientific  Instruments 
device  imaging  Hoechst’s  N90  plate  15  years 
ago  demonstrated  CTP  as  a  practical  process 
for  newspapers,  green  light  eventually  be¬ 
came  the  exposure  of  choice.  Barco  bought 
CJerber;  then  Purup-Eskofot  bought  Barco; 
then  Esko  exited  newspaper  CTP,  leaving 
Agfa  to  handle  service  and  support.  Agfa  also 
bought  Hoechst,  among  other  plate  manu¬ 


facturers.  It  even  acquired  Autologic  Infor¬ 
mation  International,  which  packaged  early 
Gerber  (TP  technology  in  the  LE55  imager. 

But  high  prices  for  “digital”  plates  and  for 
imagers  using  a  second  crystal  to  harmoni¬ 
cally  halve  a  near-infrared  laser’s  wavelength 
to  achieve  green  light  drove  the  search  for 
less-expensive  solutions.  They  included  ul¬ 
traviolet,  which  did  not  catch  on,  and  ther¬ 
mal,  which  did.  A  visible-light  alternative, 
however,  awaited  development  of  affordable 
blue-violet  laser  diodes. 

As  major  metros’  green  machines  aged, 
Agfa  filled  out  its  violet  plate  and  platesetter 
lines,  taking  over  where  Western  Litho  left 
off  —  the  same  market  where  Krause  sees 
an  opening. 

Of  course,  like  Fuji  and  unlike  Krause, 

Agfa  also  produces  plates  it  can  bundle  into 
system  sales.  But  bundling  may  matter  less 
among  the  biggest  dailies,  where  purchasing 
volumes  —  of  machines  and  plates  —  may 
be  sufficient  to  equal  any  package-deal 
savings.  (At  Fuji’s  end  of  the  market,  ECRM 
,  can  use  its  partnership  with 
^  Enovation  to  create  a  similar 
package). 

Big  green  machines 

Among  the  first  to  test 
Western  Lithotech 
DiamondSetters  was  The 
Boston  Globe,  which  ordered 
it  first  in  1999.  Today,  “they 
run  fine,”  says  Mike  Caruso, 
who  was  named  prepress 
manager  in  2001,  “just  as  we 
were  implementing  CTP.” 
Executive  director  of  process 
innovation  since  last  year, 
Caruso  says  the  397,200-cir¬ 
culation  (604,068  Sunday) 
Globe  is  covered  under  the 
contract  The  New  York 
Times  Co.,  has  with  Agfa  (FCfP  Online,  Oct. 
25,  2005).  It  had  the  same  deal  with  Western 
Lithotech,  he  says. 

Other  than  lasers,  which  “have  all  been 
replaced  more  than  once,”  says  Caruso,  “our 
repair  costs  are  not  significantly  higher  than 
they  were  a  few  years  ago.”  The  only  seeming 
certainty  at  this  point  is  that  “we’ll  be  going 
with  violet  when  the  time  comes,”  he  adds. 
“But  it’s  not  imminent.”  For  that  reason,  it’s 
too  early  to  consider  (TP’s  latest  competitors. 

Which  about  matches  the  mood  at  The 
New  York  Times.  “When  we  got  this  ma¬ 
chine,”  Executive  Director  of  Production 
Sanat  Hazra  says,  “it  was  the  only  technology 
available  with  the  throughput  we  needed.” 
Hazra  talked  to  Krause  before  buying  from 
Western  Lithotech,  but  says  (Jerman  suppli- 
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er  then  had  no  presence  in  North  America. 

Because  DiamondSetters  in  both  Times 
New  York-area  plants  still  have  sufficient 
service  life,  there  is  no  timeline  yet  for  re¬ 
placement,  according  to  Hazra.  “Right  now, 
we  are  in  the  research  stage,”  he  adds,  noting 
“some  interesting  options  available”  in  plates, 
equipment,  and  vendors.  The  Times,  he 
adds,  is  watching  what’s  going  on  in  the 
market  and  technology,  gathering  informa¬ 
tion  on  violet  and  even  investigating  thermal. 

The  Times  also  can  draw  on  relationships 
with  other  papers.  With  some  contract  print¬ 
ers  using  thermal  and  its  company’s  regional 
dailies  adopting  violet,  Hazra  calls  it  “a  great 
opportunity  to  learn  from  their  experiences.” 

The  Columbus  Dispatch  also  ordered  its 
first  DiamondSetter  in  1999.  The  231,881- 
circulation  paper  eventually  installed  one 
doubletruck  line  and  two  single-plate  lines. 

“I’ve  got  six  years  in  those  units,”  Opera¬ 
tions  Director  Bill  Kohl  says.  “They’re  still 
doing  a  good  job.”  But  upkeep  can  get  costly. 
Besides  the  YAG  lasers  at  $25,000  apiece, 
“I’m  on  my  third  set  of  processors,”  he  says. 
“I’ll  probably  need  to  get  new  benders  too.” 

Kohl’s  team  has  talked  to  Agfa  (the  same 
people  they  knew  from  Western  Lithotech), 
and  “when  we  get  a  little  closer,  we’ll  proba¬ 
bly  talk  to  everybody,”  he  says.  “We’re  kind  of 
looking  at  the  violet,”  which  probably  will  be 
the  choice,  he  adds,  because  he  regards  it  as 
“one  of  the  faster  technologies  out  there.”  But 
he  concedes  his  research  isn’t  complete  yet. 

Given  his  equipment’s  age  and  upkeep 
expenses.  Kohl  will  be  looking  a  little  sooner 
for  the  green  light  for  anything  but  a  green 
laser:  “I’ll  probably  put  them  in  my  ’07  capi¬ 
tal  budget.  I  don’t  know  that  I’ll  get  them.” 

One  possibility  is  packaging  them  with  the 
Dispatch’s  48-inch  web-width  conversion  in¬ 
vestment.  “I’ve  kind  of  warned  them  it’s  com¬ 
ing,”  says  Kohl,  explaining  that  doing  so  may 
cut  the  project’s  cost  by  a  quarter  because  it 
would  mean  not  having  to  modify  equipment 
later  to  produce  12-inch-wide  pages. 

Among  violet  platesetting’s  attractions  are 
at  least  three  manufacturers’  plans  to  pro¬ 
duce  chemistry-free  plates.  Agfa  previewed 
such  a  plate  in  April  and  expects  to  begin 
beta  testing,  with  production  to  follow  at  its 
Branchburg,  N.J.,  plant.  In  addition  to  Fuji’s 
move  into  the  U.S.  newspaper  plate  market, 
Konica  Minolta  will  expand  plate  production 
at  the  former  American  Litho  plant  in  Grand 
Rapids,  Mich.,  where  it  expects  to  add  ad¬ 
vanced  plate-coating  technology  for  CTR 

While  the  Times  may  be  looking  into  ther¬ 
mal  CTP,  Hazra  cited  its  run-length  and 
speed  limitations  (which  thermal  proponents 
may  dispute)  and  operational  issues  such  as 
difficulty  seeing  an  image  on  a  plate,  possibly 


causing  plates  to  be  mounted  on  incorrect 
press  cylinders.  And  that  doesn’t  begin  to  ad¬ 
dress  ongoing  thermal-versus-violet  debates 
over  cost,  quality,  care,  and  more. 

Kodak’s  thermal  alternatives 

But  even  before  the  blue-violet  dawn,  not 
every  large  paper  was  satisfied  with  visible- 
light  exposure.  The  Oklahoma, i,  for  example, 
switched  from  green  to  thermal.  Accounting 
for  “probably  about  20%  of  our  output,”  re¬ 
calls  Production  Director  Bart  Williams,  the 
DiamondSetter  347  installed  in  Oklahoma 
City  about  five  years  ago  “really  didn’t  have 
the  consistency'  with  the  exposure.” 

When  the  Oklahoman  moved  to  100% 
CTP,  it  looked  at  thermal,  which,  among 
other  things,  required  no  “time-consuming” 
calibration,  Williams  says.  Last  year  it  chose 
the  Swiss-designed  thermal  Newsetter,  once 
built  by  Heidelberg  for  the  former  Kodak 
Polychrome  Graphics  joint  venture.  Kodak 
still  supports  the  Ne^\'setter  and  supplies  its 
plates,  says  Prepress  Manager  Greg  Peno. 

Entirely  CTP  for  about  a  year  and  a  half, 
the  operation  runs  three  identical  lines,  with 
K&F  loaders  (bought  through  Kodak)  and 
K&F  benders,  conveyors,  and  prebake 
processors,  according  to  Peno.  Saying  his 
paper  is  “extremely  satisfied,”  and  citing 
consistent  exposure  and  little  maintenance, 
Williams  calls  thermal  CTP  “what  we  would 
like  to  have  had  the  first  go-’round.” 

Among  sizeable  sites  relying  on  thermal, 
Gannett’s  Springfield,  Va.,  Phoenix,  and  Hon¬ 
olulu  plants,  California’s  Southwest  Offset 
Printing  and  Orange  County  Register,  Salt 
Lake  City’s  Newspaper  Agency  Corp.,  and  the 
St.  Petersburg  Times  all  use  Kodak  Trendset¬ 
ters.  A  recent  sales  streak  is  putting  Trend¬ 
setters  into  28  other  newspaper  printers  in 
14  states  and  three  Canadian  provinces. 

For  its  plates,  Kodak’s  new  thermal  prod¬ 
uct  for  newspapers  needs  no  slipsheets. 


images  and  processes  faster, 
and  prints  longer  runs 
(baked  and  unbaked)  and  a 
high  resolution,  according 
to  the  company.  Beta  test¬ 
ing  at  unnamed  U.S.  news¬ 
papers  continues.  Kodak 
e.xecutives  will  not  say  if  the 
plate  is  now  commercially 
available,  as  anticipated, 
nor  will  they  comment  on 
production,  pricing,  and 
processing.  Kodak  expects 
to  continue  manufacturing 
its  current  ThermalNews 
plates  in  Germany. 

Not  limited  to  thermal 
plates,  Kodak  also  makes 
VioletNews  for  resilient  performance,  low- 
developer  consumption  and  fast  imaging  in 
“high  productivity  environments.” 

Like  Fuji  in  the  plate  business.  Screen  is  a 
major  supplier  of  platesetters  to  North  Amer¬ 
ican  commercial  printers,  for  whom  its  high¬ 
er-end  PlateRite  systems  rely  on  a  Grating 
Light  Valve’s  chip-based  tunable  diffraction 
to  create  512  e.xposure  channels  from  lasers 
on  two  bars.  Its  newspaper  models,  however, 
use  32-  and  64-channel  laser  diodes. 

Screen’s  effort  to  crack  the  U.S.  newspaper 
market  for  CTP  got  a  boost  in  spring  when  it 
teamed  up  with  plate  manufacturer  South¬ 
ern  Lithoplate  in  an  arrangement  that  also 
encompasses  software  and  ancillary  plate¬ 
making  hardware  {E^P  Online,  April  3). 

In  addition  to  two  printers  near  its  subur- 
ban-Chicago  headquarters,  and  commercial 
printers  of  newspapers  in  California  and 
New  Jersey,  Screen’s  PlateRite  News  is  going 
into  the  Paxton  Media  and  Community  Me¬ 
dia  groups  thanks  to  the  pact  with  Southern 
Lithoplate  (which  also  supplies  Kodak  users). 

While  a  former  Harlequin  and  Adobe  exec¬ 
utive  saw  to  a  newspaper-specific  rewrite  of 
Screen’s  TrueFlow  workflow-management 
software.  Screen  upgraded  its  hardware.  The 
84pph  PlateRite  News  2000S  external-drum 
machine  images  sizes  from  11.5  by  18.2  to 
38.5  by  26.9  inches  at  four  standard  resolu¬ 
tions,  from  1000  to  1270  dpi.  Single  and  mul¬ 
tiple  automatic  cassette  loaders  are  optional. 

With  Screen,  Fuji  and  Krause,  the  market 
has  eight  suppliers  —  half  the  high  number 
of  the  1990s,  although  two  are  giants  that 
also  supply  their  own  software  and  consum¬ 
ables,  and  a  third  joins  them  in  already  hav¬ 
ing  substantial  market  share. 

Nevertheless,  in  three  or  four  years,  when 
the  first  installed  DiamondSetters  are  10 
years  old,  says  one  of  their  many  users,  to¬ 
day’s  “newcomers  may  be  the  front-runners. 
The  landscape  may  have  changed.”  S 
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Trendsetter  News  imagers  are  available 
in  five  speeds,  ranging  trom  60  to  more 
than  240  plates  per  hour,  and  with  semi- 
or  fully  automated  plate  loading  and 
unloading. 

ThermalNews  plates  offer  run  lengths 
of  more  than  200,000  without  post¬ 
baking. 

Scaleable  NewsManager  is  designed 
to  automate  a  PDF  workflow,  from  plan 
to  plate.  Based  on  open  standards,  it  inte¬ 
grates  into  existing  systems.  The  comple¬ 
mentary  Prinergy  Evo  helps  deal  with 
last-minute  changes,  using  color  manage¬ 
ment,  late-stage  editing  and  imposition, 
and  screening  options  to  optimize  Trend¬ 
setter  output. 


edge  contact  points  to  image  registration 
on  the  plate,  which  the  company  said  will 
reduce  make-ready  waste  and  boost 
productivity. 


prepress 

EASTMAN  KODAK  CO. 

Rochester,  N.Y. 

Two  more  dailies  recently  bought  com- 
puter-to-plate  solutions  through  the  pre¬ 
ferred-supplier  program  at  PAGE  Co-op, 
the  member-owned  publishers’  purchas¬ 
ing  cooperative. 

The  Intelligencer  in  Doylestown,  Pa., 
selected  an  unspecified  Trendsetter  News 
platesetter  and  ThermalNews  plates. 
Production  Director  Bob  Braun  noted 
that  with  the  Bucks  County  Courier 
Times,  a  Calkins  Media  sister  paper  in 
nearby  Levittown,  using  same  system, 

“we  now  can  provide  backup  for  each 
other.”  The  Intelligencer  also  bought 
Kodak’s  Prinergy  Evo  and  NewsManager 
workflow  software  and  Staccato  stochas¬ 
tic  screening. 

After  visiting  several  area  newspapers 
using  Kodak  CTP,  the  Ludington,  Mich., 
Daily  News  bought  a  Trendsetter  News 
70  to  make  plates  for  the  daily,  two  week¬ 
lies,  two  TMCs  and  various  commercial 
jobs,  according  to  Mark  Eisenlohr,  opera¬ 
tions  manager  for  the  paper’s  owner. 
Shoreline  Media. 


Oakdale,  Minn. 

Major  Cox  and  Gannett  sites  are  among 
more  than  two  dozen  computer-to-plate 
equipment  customers  in  recent  months. 

The  Dayton  (Ohio)  Daily  News  in¬ 
stalled  three  VCP  vision  punch/benders 
connected  to  three  Agfa  Advantage  CL 
platesetters  with  a  total  capacity  of  720 
plates  per  hour.  An  integrated,  fully  auto¬ 
mated,  20-station  Nela  sortation  system 
controlled  by  Nela  NPS  software  sorts 
multiple  products,  closing  the  automation 
loop  by  providing  plate-tracking  and 
plate-quality  information  to  alfaQuest 
Technologies’  PrintExpress  production- 
management  software. 

The  Arizona  Republic  has  completed 
installations  at  both  iplants,  which  are 
now  fully  automated  with  vision 
punch/benders  and  plate  sortation. 

Deer  Valley’s  three  VCP  vision  punch/ 
benders,  connected  to  three  Kodak 
Trendsetter  News  CTP  devices,  will 
handle  up  to  720  plates  per  hour.  A  fully 
automated  Nela  transport  system  sorts 
and  stacks  plates  into  a  24-position  dual¬ 
level  stacker.  A  bar-code  reader  scans  and 
time-stamps  plates  with  NPS  software, 
with  guaranteed  feedback  to  the  Prolm- 
age  front  end.  This  system  also  will  pro¬ 
duce  plates  for  The  New  York  Times, 
which  the  plant  prints. 

The  Mesa  plant’s  VCP  vision  punch/ 
bender  handles  up  to  320  plates  per  hour 
in  connection  with  two  Trendsetter  im¬ 
agers.  Plates  will  automatically  sort  into 
a  13-position  stacker. 


Granger,  Ind. 

Lee  Enterprises’  North  County  Times 
in  Escondido,  Calif.,  and  The  Times  in 
Munster,  Ind.,  recently  upgraded  their 
AB-7000  in-line  auto  benders  to  Glunz 
&  Jensen  K&F  vision  punch/benders  to 
complement  their  Kodak  Trendsetter 
News  platesetters. 

The  upgrade  will  allow  both  sites  to 
improve  register,  moving  from  three 
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pressroom 

DAUPHIN  GRAPHIC  MACHINES 

Elizabethville,  Pa. 

The  News  Enterprise  in  Elizabethtown, 
Ky.,  bought  two  DGM  430  printing  units 
—  the  Sunday-to-Friday  paper’s  third 
press  purchase  from  DGM.  In  April,  each 
unit  was  stacked  on  an  existing  two-high 
unit,  creating  two  three-high  systems. 

The  17,106-circulation  (20,045  Sunday) 
News  Enterprise,  a  division  of  Landmark 
Community  Newspapers,  also  produces 
seven  weeklies  and  commercial  work.  The 
press  also  will  print  The  Turret,  a  weekly 
for  Fort  Knox. 
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Editor  &  Publisher's  2006 

Newspaper  Photos  of  the  Year 


Editor  &  Publisher  invites  you  to  enter  its  seventh  annual  Newspaper  Photos  of  the  Year  contest. 

The  Grand  Prize  Winner  will  receive  $1 ,000  and  a  Canon  EOS-1  D  Mark  II  N  digital  SLR  camera. 
Winners  and  Honorable  Mentions  will  be  presented  in  our  November  issue  and  online  gallery. 


You  may  submit  photographs  that  have  been  published  in  your  newspaper  or  on  your  paper's  Web  site 
since  Oct.  1 ,  2005. 


Photographs  selected  as  E&P's  Photo  of  the  Week  or  Photo  of  the  Month  from  Oct.  1 , 
2005  to  the  deadline  date  are  automatically  entered  into  E&P's  Photos  of  the  Year  contest. 


Please  download  the  Call  for  Entries  form  at  vvnAw.editorandpublisher.com 


Categories  include: 

•  News  (Spot/General):  A  photo  of  an  unscheduled  or  scheduled  news  event 

•  Features:  A  storytelling  photo  used  in  any  section  of  the  newspaper,  often  with 
strong  human  interest 

•  Sports:  A  photo  of  a  sports  event  or  individual 

•  Multiple  Images/Photo  Essay:  A  series  of  images  (between  3  and  1 0  photos) 
used  to  convey  a  story  or  multi-part  article 


Entries  are  broken  down  into  circulation  groups,  as  follows: 

More  than  250,000;  100,000-249,999;  25,000-99,999;  and  less  than  25,000. 


Deadline:  September  1 5,  2006 


If  you  have  questions,  please  contact: 

Daniela  DiMaggio  at  (646)  654-5285,  ddimaggio@editorandpublisher.com  or 
_  Jennifer  Rudolf  at  (646)  654-7506,  jrudolf@adweek.com 
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PUZZLES 

NEWSPAPER  BROKERS  NEWSPAPER  BROKERS 

NEWSPAPER  BROKERS 

PUZZLE  FEATURES 
SYNDICATE 

The  Finest  in  Daily  and 
Sunday  Crosswords. 

Sudoku  Puzzles  also  available 
Call  (800)  2924308/(951)  929-1169 
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BUSINESS  OPPORTUNITIES 


PUBLISHING  OPPORTUNITY 

Great  for  current  publishers  to  add-on 
or  for  ad  sales  reps  who  want  to  move 
up.  Visit: 

www.PublishingOppoi1unity.com 

for  more  information  or  call  Allen  at 
(800)  941-9907.  ext.  11 


NEWSPAPER  APPRAISERS 


APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 


Box  579,  Landrum,  SC  29356 


KAMEN  A  CO  CROUP 


Appraisals  •  Business  Plans  •  Brokering 
Restructuring  •  Feasibility  Studies 
Expert  Valuation  Witness 
(516)  379-2797 
info@kamengroup.com 
www.kamengroup.com 


NEWSPAPER  BROKERS 


A  Tradition  of  Trust 


Gary  Greene 

Cribb  &  Associates'  Broker  _ 

Before  joining  Cribb  &  Associates.  Gar^* 
served  as  president  of  Dickson  Media,  a 
Virginia  based  publishing  company  he 
founded  17  years  ago,  and  grew  to  38  different 
newspaper  and  niche  publishing  operations 
in  10  states  with  more  than  1,200  employees. 

Dickson  was  also  active  in  new  media  /  web 
businesses,  integrating  its  print  products  onto 
web  sites  it  created  and  maintained,  and  also 
assisting  clients  in  developing  e-commerce. 

Prior  to  starting  Dickson,  Gary  spent  17  years  with  Worrell  Enterprises, 
a  family  owned  print  and  broadcast  media  company  also  based  in 
Virginia.  He  rose  to  executive  vice  president  and  was  in  charge  of  field 
and  corporate  operations  and  acquisitions  for  the  company. 

Car\’  Greene:  4;^971-8344  •  ggreene^'cribb.com 


Dave  Sonnichsen 

Tom  Karavakis 

fohn  Cribb 

Financial  Analyst 

239-403-4133 

406-586-4621 

dsonnich^ribb.com 

tkaravakisl^cribb.com 

jcribb4^ribb.com 

CRIBB 

104  East  Main,  Suite  402 
Bozeman,  MT  59715 

Newspaper  Brokers 

406-586-6621  *  Fax:  406-586-6774 

Since  1923 

&  Associates,  LLC 

cribb.com 

PUBLICATION  BROKERAGE  -  APPRAISAL  -  CONSULTING 

SERVICE,  Inc. 

Dave  Gauger 

Consulting  •  Valuations  -Sales  -Mergers 
P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560 
www.gaugermedia.com 


C.BERKY&  ASSOCIATES,  INC. 
Consultants  -  Appraisals  -  Brokers 
(561)  3684352 
20283  State  Road  7,  Suite  300 
Boca  Raton,  FL  33498 


The  Pinnacle,  Suite  500 
3455  Peachtree  Road,  NE 
Atlanta,  GA  30326-3236 
(404)  995-7088  Fax  (404)  995-7089 
Lon  W.  Williams 


NEWSPAPERS  FOR  SALE 


For  Sale:  By  Owner:  Profitable,  welFes- 
tablished  &  respected  adjudicated  week¬ 
ly  newspaper  in  North  California  Wine 
Country.  $1.5  Million.  Contact  Publisher 
(707)  849-7056  or  (707)  285-3224 


LONG  ESTABLISHED  paid  weekly, 
with  a  companion  free  distribution 
shopper.  Fast  growing  town,  bargain 
Profitable.  Also  others.  Associated 
Texas  Newspapers,  1801  Exposition, 
Austin,  Texas  78703  (512)  476-3950. 


Monthly  Paper  For  Sale 

Lake  related  newspaper  established 
1951.  Only  paper  of  its  kind  in  Texas, 
Member.  Texas  Press  Association., 
Texas  Outdoors  Writers  Association 
National  Newspaper  Association.  Ex¬ 
cellent  supplemental  income  for  retired 
couple  wishing  to  live  in  resort  commu¬ 
nity.  Call  Dean  (254)  694-2237 

PUBLICATIONS  FOR  SALE 


NATIONAL  MEDIA  ASSOCIATES 

Brokers  •  Appraisers  •  Consultants 


THOMAS  C.  BOLITHO 
P.O.  BOX  849 
ADA,  OK  74821 
.S80.42L9600 


EDWARD  M.  ANDERSON 
P.O.  BOX  21)01 
BRANSON,  .Vto  6561 5 
417..Lt6.5457 


If  you  have  been  considering  a  transaction,  we  look  forward  to 
an  initial  conversation  and  to  achieving  your  highest  potential  value. 
And  ask  us  about  our  strongest  references:  Our  past  clients. 
Visit  us  on  our  website:  Nationalmediasales.com 


New  England  pleasure-boating  magazine 
shows  steady  growth.  Projected  2006 
sales:  $350,000+.  Now  in  its  9th  year. 
Free  distribution  thru  more  than  625  ma¬ 
rine-related  establishments  throughout 
coastal  New  England.  100  pages/1 50+ 
display  advertisers  per  issue  in  recent 
issues.  A  real  presence  in  the  NE  boating 
scene.  (207)  775-1957. 

the  newspaper  industry  ’s 

- MEETING  place! - 

888.825.9149 


AUGUST  2006  EDITOR*  PUBLISHER  CLASSIFIEDS  Cl 


NEWSPAPER  BROKERS 


NEWSPAPER  BROKERS 


GREGG  K.  KNOWLES 
Knowles  Media  Brokerage 
Services 

Appraisals,  Sales,  Acquisitions,  Mergers 
(661)833-3834 
Fax  (661)  833-3845 
www.media-broker.com 


Leader  in  Sale 
of  Community  W,, 
Newspapers  ■, 

Check  tmr  references 

(214)  265-93IM> 
Kickenbacher  IV1c*dia 


www.editorandpublisher.com 


Phone 


:  1-888-825-9149  -  CLASSIFIED  ADVERTISING  ;  (646)  654-5312 


MGOLDEN@EDITORANDPUBLISHER.COM  •  MMACMAHON@EDITORANDPUBLISHER.COM  •  DTYHACZ@EDITORANDPUBLISHER.COM 


-ANNOUNCEMENTS- 


NEWSPAPER  BROKERS 


NEWSPAPER  BROKERS 


FREE  INITIAL  APPRAISAL, 


Join  ttie  hundreds  of  publishers 
who  have  taken  this  first 
confidential  step  Simply  goto... 
!  www.iiMdlaiiwrgors.com 
and  dick  on  What's  Your 
Publication  Worth. 

Or  contact  one  of  our 
regional  associates. 


South/Southeast 
David  Emmons 
(888)  237-7244 


Eaat/New  England  Mkfwast 

John  Szefc  Will  Parks 

(845)  291  -7367  (309)  797-0302 


Southwaat/Plaina/  South  Mid>Atlantic 

Mtn  States  Dertnts  Richardson  Kent  Roeder 

Roilie  Hyde  (731 )  694-2149  (973)  729-2973 

(806)  268-4933 

www.mediamergers.coin 


Est  1959  Corporata  Offices: 

Lany  Orlmaa,  PrasMant  24212  Muscail  Court 

Gaithersburg,  MO  20882 
(301)253  5016 


WB.  Grimes 

^Company 


NEWSPAPER  BROKERS 


NEWSPAPER  BROKERS 


-EQUIPMENT  &SUPPLIES- 


DONT  SELL  YOUR  WEB  PRESS 


Until  you  contact  Newman  International  Web  Press  Sales 
“Worldwide  Marketing  of  Commerical  Web  and 
Newspaper  Web  Presses" 

PRESSES  WANTED:  HARRIS  M200,  M300,  M600,  M1000-A2  &  B,  HARRIS 
VI 5D,  V25,  845;  KING  Process  or  Color;  GOSS  Community,  Urbanite,  Metro; 
SOLNA  D30  or  C96;  HANTSCHO  Mark  IV,  VI  OR  XVI. 

FOR  SALE;  8/u  1984  Harris  V25;  6/u  Goss  Community  1980;  8/u  Harris  VI 5D 
1989;  JF25&JF1 5  folders 

NEWMAN  INTERNATIONAL,  LLC 

Tel:  (913)  648-2000  Fax:  (913)  684-7750  E-mail:  j.newman@att.net 


WE  KNOW 

.WS  PAPERS 


jP  Media  Partners  assists  owners  in  the 
sale  of  their  newspapers  and  offers 
appraisal  and  consulting  services.  The 
firm’s  principal,  Jeffrey  Potts,  has  a 
combined  18  years  of  experience 
working  for  newspapers,  evaluating 
theif  markets  and  operations,and 
managing  their  sale. 

Call  him  today  for  a  confideritial  discussion. 


Currently  Available  from  Inland 

■GOSS  URBANITE  1000  series  printing  unit  -  refurbished. 

■  GOSS  COMMUNITY  units  (mono,  stacked/  2-4  highs) 

■  Two  tandem  sets  of  MAR  TIN  splicers. 

■  7-unit  HARRIS  VI5C/V15D  with  JF15  folder  &  50HP  drive. 
■4-unit  HARRIS  V15C  press,  1981  vintage. 

■4-unit  HARRIS  VISA  press,  can  be  seen  installed. 

■NEWS  KING  units  &  KJ6  folder,  available  immediately. 

■  Two  GOSS  METRO  OFFSET  units,  22  Vi"  cut-off  (578mm). 


ixilNLAND 

IMCHMCRV  COM^ATCN 


PO  Box  1 5999  •  Lenexa.  KS  66285 
1-800-255-6746  •  Fax  913-492-6217 
www.inlandnews.com 


■  A 

'  MI'DIA  PARTNERS 

2377  Gold  Meadow  Way,  Suite  KX) 

Gold  River,  CA  95670 

Phone:  916-526-2693 
www.jpmediapartners.com 

1  -EQUIPMENTS 

SUPPLIES-  1 

PRESSES 

PRESSES 

Mini  Coior  Towers 

PRESSES 

•  Goss  3:2  144  page  and  160  page 
Folders  23  9/10”,  22  3/4”, 

22”,  21  1/2”,  21" 

•  New  or  Rebuild  Goss  R.T.P.  42”  +  45” 

•  Goss  Y  columns  all  sizes 

•  Goss  Metro  Units 

•  Goss  Metro  Half  desks 

•Angle  bars 

New  and  Used  parts  for  printing  presses 

Northffittffit  IndustiiM,  Ino. 

Tel:  (800)  821-6257  sam@neiinc.com 
www.neiinc.com 


New-Used  Web  Presses 

4-HI  Towers  -  3-Color  Satellites  &  more  I 

ALTABER&  ASSOCIATES,  LLC  | 
WWW.  altagraphics.  com  | 

E-mail:  altaeq@aol.com  ' 

770-552-1528 


CIASSIFIED  ADVERTISERS: 


If  you  don  t  see  .a 


C.ATEGOKV  THAT  FITS  YOUR  NEEDS, 


PLEASE  CALL  US  .AT 


\  E&P  EMPLOYMENT  ZONE  CHART 

\  Use  zone  number  to  indicate  location  without  specific  identification 


888.825.9149 


C2  EDITOR  &  PUBLISHER  CLASSIFIEDS  AUGUST  2006 


—  CLASSIFIED  ADVERTISERS - 

If  you  don't  see  a  category  that  fits  your  needs, 
please  call  us  at  888.825.9149 

visit  our  website 

- www.editorandpublisher.com - 


www.editorandpublisher.com 


Phone:1-888-825-9149  ~  CLAniFIED  ADVERTISING  -  Fajo :  (646)  654-5312 

MGOLDEN@EDITORANDPUBLISHER.COM  •  MMACMAHON@EDITORANDPUBLISHER.COM  •  DTYHACZ@EDITORANDPUBLISHER.COM 


POST  PRESS 


POST  PRESS 


PRESSROOM  SERVICES 


PRESSROOM  SERVICES 


Currently  Available  From  K&M 


•  630  Inserters 

•  2299  Inserters 


1472  Inserters 


Alphaliner  Inserters  — 


m 


Leaders  in  Rotary  Inserting  Technology 

www.kmnewspaper.com  •  800-828-0242 


WHATiF,,., 

•  Your  floors  were  clean  and  safe 

•  Your  walls  were  bright  and  cheerful 

•  Your  presses  ran  more  efficiently 

•  You  had  less  paper  waste 

Our  professionally  trained  employees  can  help  you  attain  these  goals. 
Call  today  for  a  free  quote  on: 

Full  Time  Service  Contracts 

One  Time  Cleaning  and  Redecorating  Projects 

PRESSROOM  CLEANERS,  INC. 

1(800)  657-2110 


■  -INDUSTRY  SERVICES-  I 

1  -INDUSTRY  SERVICES-  I 

1  1 

1  -HELP  WANTED-  H 

CIRCULATION  SERVICES 

COMPLTER  SOFTWARE 

ACADEMIC  ACADEMIC 

45  YEARS  NEWSPAPER 
EXPERIENCE 


Metro  News  Service,  Inc. 

Nationwide  TELEMARKETING 
"PRE-PAID  Experts" 
Maximum  RETENTION 
Horace  Southward/Eric  Southward 
(800)  950-8475*www.  metro-news.com 


CIRCULATION  III 

Telemarketing  Subscripton  Sales 
1(X)%  Compliant 
We  do  it  aim 
(800)650-7183 
Circulationlll.com 
JohnDinan 


ST, 

PROFESSIONALTELEMARKETING 

SERVICES 

FOR  BUILDING  CIRCULATION 
TOM  ZGONC  (800)  776-6397 
WWW.PROSTARTS.COM 


Telemarketing  specialists  In  circulation 
development.  Custom  programs  for  any 
size  publication.  State  of  the  art  predic¬ 
tive  dialer.  We  have  many  years  of  expe¬ 
rience  delivering  100%  Compliant  Phone: 
(732)  602-1919  FAX:  (732)  602-9090 
E-mail:  mpi@marketingplusinc.com 
www.marketingplusinc.com 
Member  of  the  USA  Chambers  of  Commerce 


Providing  classified,  scheduling,  and 
display  billing  software  for  over 
14  years. 

Fake  Brains,  Inc 
303-791-3301 
www.fakebrains.com 


RESEARCH 


Cl  -  company  profiles 
Industry  monitoring 
customized  newsletters 
Free  daily  news! 
Free  industry  newsletter! 


-HELP  WANTED- 


ADMINISTRATIVE 


GENERAL  MANAGER 

We  need  a  GM  that  can  do  it  all.  Small 
139  year  old  daily  newspaper  in  Central 
Ms.  in  search  of  a  experienced  leader 
that  has  knowledge  of  all  aspects  of  a 
community  newspaper  with  a  solid  back¬ 
ground  in  business/sales  as  well  as  solid 
editorial  judgment  with  proven  leadership 
skills  in  community  newspapers. 

Please  respond  to:  Box  4027,  Editor 
&  Publisher  Classifieds,  770  Broadway, 
7th  Floor,  New  York,  NY. 
10003.  E-mail,  with  Box  4027  in  the 
subject  line: 

mmacmahon@eclitorarKJpublisher.com 


ASSISTANT  PROFESSOR  OF  JOURNALISM 

Ohio  Wesleyan  University  invites  applications  for  a  tenure  track  appointment  as  an  assistant 
professor  of  journalism  beginning  in  August  2007.  The  successful  candidate  will 
teach  courses  in  basic  news  writing  and  reporting,  editing,  public  affairs  reporting  and 
media  law  or  journalism  history.  Ability  to  teach  media  law  and  journalism  history  a  plus, 
as  is  knowledge  of  computer-assisted  reporting. 

The  successful  candidate  will  advise  and  critique  each  edition  of  the  student  newspaper, 
which  is  a  laboratory  for  the  journalism  program.  Qualifications:  M.A.  required,  Ph.D.  pre¬ 
ferred;  at  least  one  year  of  professional  experience  as  a  newspaper,  magazine  or  broad¬ 
cast  reporter  required;  college-level  teaching  preferred.  Please  send  letter  of 
application,  resume,  syllabus,  statement  of  teaching  philosophy,  teaching  evaluations  (if 
possible)  and  three  letters  of  recommendation  to: 

Professor  Trace  Regan,  Chair 
Search  Committee,  Journalism  Department 
Ohio  Wesleyan  University,  Delaware,  Ohio  43015 
The  review  of  applications  will  begin  on  November  1, 2006 
and  applications  will  be  accepted  until  the  position  is  filled. 

Ohio  Wesleyan  University  is  an  affirmative  action/equai  opportunity  employer 
strongly  committed  to  diversity  within  its  community. 


ADMINISTRATIVE 


ADMINISTRATIVE 


DIRECTOR  OF  COMMUNICATIONS 

The  Catholic  Diocese  of  Lafayettenn-lndiana  is  searching  for  a  Director  of  Communications 
who  will  serve  as  editor-irvchief  of  its  27,500  circulation  weekly  diocesan  newspaper.  The 
Catholic  Moment,  will  coordinate  diocesan  communication  projects,  and  serve 
as  public  relations  officer.  This  person  will  be  responsible  directly  to  the  Bishop. 

This  person  will  have  overall  responsibility  for  the  content  and  quality  of  the  weekly  news¬ 
paper,  and  will  manage  the  business  affairs  of  the  publication.  The  Bishop  of  the  diocese 
has  published  this  newspaper  for  60  years.  Select  content  may  be  reviewed  at 
viiww.thecatholicmoment.org.  The  Diocese  of  Lafayette-in-Indiana  is  located  In  24  counties 
of  Northcentrai  Indiana  and  has  63  parishes  with  100,000  Catholics.  At  least  5 
years  publication  management  experience  desired.  Experience  in  website  development 
and  maintenance  a  plus.  Salary  is  negotiable,  commensurate  with  experience  and  ex¬ 
pertise.  Benefit  package  included.  Practicing  Catholic.  Please  send  resume,  samples 
of  published  writing,  edited  publications  and  references  by  August  31,  2006  to: 

Pastoral  Office  for  Administration 
Diocese  of  Lafayette  in  Indiana 
PO  Box  260,Lafayette  IN  47902 
E-mail:  rquinn@dioceseoflafayette.org 
www.dioceseoflafayette.org 
EOE 


www.editorandpublisher.com 
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Phone:1-888-825-9149  - 


CmSSIFlEO  ADVERTISINB 


MGOLDEN@EDITORANDPUBLISHER.COM  •  MMACMAHON@EDITORANDPUBLISHER.COM  •  DTYHACZ@EDITORANDPUBLISHER.COM 


-HELP  WANTED- 


ADVERTISING 


ADVERTISING 


ADVERTISING 


ADVERTISING 


ADVERTISING  SALES  MANAGERS 

Florida’s  best  and  largest  Newspaper,  the  St.  Petersburg  Times,  has  several  exciting  op¬ 
portunities  for  experienced  Advertising  Sales  Managers,  If  you  thrive  in  competitive 
grovrth  markets,  and  the  thought  of  working  in  a  sunny  paradise  excites  you,  please  read 
on!  We  are  currently  searching  candidates  to  fill  the  following  Advertising  Sales  Managers 
positions: 

Automotive  Division;  Key  leadership  position  based  in  St  Petersburg.  We  requires  ex¬ 
perience  in  building  a  highly  effective  sales  team,  working  and  negotiating  automotive  ad¬ 
vertising  contracts  and  demonstrated  success  in  a  growing  market.  Experience  with 
on-line  sales  is  strongly  preferred. 

Real  Estate  Division:  become  a  player  in  our  core  St.  Petersburg  Market.  We  are  looking 
for  someone  with  strong  on-line  experience,  someone  that  thinks  outside  the  box  and 
has  demonstrated  success  in  securing  long-term  relationships  in  the  Real  Estate  category. 
Both  require  strategic  thinkers  known  for  their  ability  to  improve  their  customers'  business. 
They  also  must  be  adept  at  developing  strong  and  dynamic  sales  teams.  This  is 
not  an  either  or  proposition.  If  you  can  drive  the  numbers  but  can't  build  staff,  there  is  little 
need  to  apply.  If  you  routinely  deliver  both,  then  we  might  have  the  ideal  opportunity 
for  you!  The  Times  offers  a  competitive  salary,  including  bonus  opportunities,  and  an 
excellent  benefits  package.  Please  reply  to:  The  St.  Petersburg  Times,  490  First 
Ave  Soutt),  St.  Petersburg,  Florida,  33701  or  E-mail:  Resumes@sptimes.com. 


The  San  Antonio  Express-News,  a  division  of  the  Hearst  Corporation,  is  seeking  an  Auto¬ 
motive  Sales  Manager  for  its  Classified  Advertising  division.  The  Automotive  Sales  Manager 
will  manage  and  supervise  an  automotive  sales  team  of  five  outside  sales  representatives, 
one  new  business  account  sales  manager,  four  inbound  sales  representatives  and 
two  support  staff  members. 

Candidate  will  train  and  develop  the  existing  staff,  create,  plan  and  implement  special 
sales  sections  and  events.  Other  duties  include  selling  and  negotiating  high  volume  lineage 
and  revenue  contracts  as  well  as  developing  and  implementing  incentive  plans.  This 
individual  must  actively  participate  in  industry  associations,  groups  and  events  and  should 
also  be  able  to  make  sales  presentations  to  both  large  and  small  groups. 

Candidate  must  have  two  years  management  experience.  A  college  degree  is  preferred 
with  minimum  of  five  years  of  newspaper  auto  sales  experience  or  proven  media  sales 
experience.  Candidate  must  be  dedicated  to  sales  development  and  customer  satisfaction, 
as  well  as  creative,  goal-oriented  and  possess  excellent  written  and  verbal  communication 
skills.  Computer  literate  and  internet  savvy  is  a  must.  Bilingual  (English/  Spanish) 
preferred  but  not  necessary.  We  offer  a  competitive  salary,  comprehensive  benefits 
package  and  quality  work  environment.  If  you  meet  ttie  qualifications  for  this 
position,  apply  online  at  www.mysanantonio.com,  enter  keyword:  JOBS,  select 
Express-News  Jobs  or  E-mail  your  resume  to  aaronc@express-news.net. 
EOE./Drug  Free  Employer. 


ADVERTISING  SALES  MANAGER 

The  Times  Flerald-Record,  an  82,000  daily  circulation  newspaper,in  Middletown,  NY  is 
seeking  a  Advertising  Sales  Manager.  This  individual  will  be  responsible  for  providing 
sales  leadership  to  achieve  individual,  team  and  departmental  lineage  and  revenue  goals. 
Achieve  the  established  revenue  goals  by  growing  existing  advertising  accounts  and  de¬ 
veloping  new  advertising  accounts.  Train  and  assist  the  advertising  sales  team  to  firmly 
establish  the  marketing  consultant  role  by  assessing  advertiser  needs,  marketing  TH-R 
product  values,  evaluating  TH-R  products/services  to  develop  effective  marketing  programs 
and  assist  TH-R  advertisers  to  grow  their  businesses.  Develop  and  analyze  competitive  sell¬ 
ing  strategies.  Utilize  product  knowledge,  integrity  selling  techniques,  marketing  research 
and  database  resources  to  maximize  capability  in  assessing  clients'  needs 
in  corresponding  product  areas  to  increase  market  share. 

The  ideal  candidate  will  posses  proven  leadership/coaching  skills,  5-r  years  successful 
outside  sales  experience  plus  experience  in  online  sales,  strong  managerial  experience, 
previous  advertising/newspaper  experience,  be  highly  organized  and  a  team  player.  Suc¬ 
cessful  revenue  forecasting  and  budgeting  experience  a  plus.  Good  business  writing 
skills,  excellent  verbal,  communication,  negotiating  skills  and  presentation  skills  a  must. 
Please  send  resumes  to: 


CLASSIFIED  ADVERTISING  MANAGER 

The  Bulletin  in  Bend,  Oregon  is  seeking  a  progressive  Classified  Advertising  Manager  who 
understands  advertising  sales,  customer  service  and  the  importance  of  the  Internet  to 
the  future  of  Classified. 

The  Bulletin  in  Bend,  Oregon  has  a  position  open  for  the  right  candidate  to  lead  a  unique 
department  of  over  a  dozen  aggressive  inside  salespeople  who  “get  it”!  The  Bulletin  has 
developed  new  print  and  online  classified  options  for  advertisers  using  the  latest  DTI 
front  end  system  technology  and  is  looking  for  a  Classified  manager  to  lead  the  department. 
This  famly  owned  newspaper  has  terrific  employees  and  a  great  workplace  environment. 
We  offer  competitive  pay  in  a  beautiful  four-season  resort  town  in  the  Cascade 
mountains  of  Oregon,  contributing  to  an  outstanding  quality  of  life.  Bend,  Oregon  residents 
live  here  because  they  want  to! 

Join  the  team  by  sending  your  resume  to  Debbie  Pantenburg,  Advertising  Director,  1777 
SW  Chandler  Ave.,  Bend,  OR  97702. 


The  Times  Herald-Record 
Attn:  Gretchen  Pina-Breedy,  HR  Manager 
40  Mulberry  Street 
Middletown,  NY  10990 

FAX:  (845)  343-0163  E-mail:  gbreedy@th-record.com 


Rumbo,  the  all  Spanish  language  newspaper  of  San  Antonio  is  seeking  an  energetic,  self 
motivated  and  organized  leader  to  quarterback  the  sales  effort  for  one  of  our  three 
South  Texas  products.  Since  its  inception  two  years  ago,  Rumbo  has  been  making  its 
mark  on  the  advertising  market  in  the  region  and  has  been  cited  for  its  excellent 
coverage  of  the  news  most  important  to  the  Latino  population. 

We  are  seeking  an  individual  who  can  propel  this  growth  to  new  levels. This  individual  will 
have  a  demonstrated  record  of  success  in  media  advertising  sales  management,  a  roll 
up  the  sleeves  and  work  with  the  team  type  of  individual.  A  major  portion  of  this  job  will 
focus  on  recruiting  experienced  and  talented  sales  staff  and  then  coaching  staff  to  new 
levels  of  mastery.  The  individual  must  have  deeply  honed  people  skills  and  be  able  to 
forge  strategic  alliances.  It  would  be  helpful  if  the  individual  knows  San  Antonio  but  Media 
Sales  Management  from  other  parts  of  the  country  are  acceptable.  Fluency  in  Spanish 
would  be  helpful  but  is  not  critical.  What  we  must  have  is  a  results  oriented  Sales 
Director  with  excellent  verbal  and  written  skills  and  proven  new  business  development, 
excellent  organization  techniques  and  detailed  record  keeping  and  time  management.  As 
with  all  the  sales  staff,  this  individual  will  be  proficient  in  Microsoft  Office  Suite.  He/She 
will  have  worked  up  the  ranks  and  have  served  at  least  four  years  as  a  media  advertising 
sales  representative,  and  two  years  with  management  experience.  You  must  be  an  Ameri¬ 
can  citizen  or  hold  a  green  card  to  apply  for  this  position.  To  apply.  E-mail  resume  to: 

E-mail:  sibyl@mediahunter.com 


-THE  NEWSPAPER  INDUSTRY’S  MEETING  PLACE' 


We  are  seeking  an  experienced  progressive  thinking  Retail  Manager  with  24  years  adver¬ 
tising  management  experience.  Will  lead  and  train  sales  team,  develop  staff  and  customer 
relationships  and  establish  sales,  pricing  and  product  strategies.  Ideal  candidate  will 
have  strong  marketing,  sales  and  promotional  skills,  proven  leadership  and  analytical 
skills. 

This  Media  General  division  publishes  one  daily  and  Sunday  newspaper  (Circulation 
39,000  daily  and  43,000  Sunday),  two  weekly  newspapers  and  manages  a  niche  operation. 
Excellent  compensation  and  benefits  package.  Send  your  resume  and  cover  letter 
to:  Advertising  Director,  Lynchburg  News  &  Advance,  P.O.  Box  10129,  Lynchburg  Virginia, 
24506  or 

E-mail:  anardl@newsadvance.com 


The  Midland  Reporter-Telegram,  a  22,000  daily  circulation  Hearst  Newspaper  in  Midland, 
Texas,  has  an  excellent  career  opportunity  for  an  Advertising  Director  to  join  our  manage¬ 
ment  team.  The  right  candidate  will  be  an  innovative  sales  leader  with  a  proven  track  record 
of  revenue  development  and  growing  an  effective  team.  Must  possess  solid  background  in 
sales  with  5  years  management  experience. 

We  are  focussed  on  serving  our  community  and  are  looking  for  a  person  with  strong  cus¬ 
tomer  focus  and  active  participation  in  developing  products  that  meet  the  needs  of  our 
readers  and  advertisers.  Successful  candidate  must  have  exoertise  in  coaching,  mentoring 
and  developing  sales  talent  with  strong  communication  skills.  Should  be  proficient 
with  Microsoft  Office  and  general  technology.  We  offer  a  competitive  salary/bonus  pack¬ 
age,  a  comprehensive  benefits  package,  and  the  opportunity  to  work  in  an  exciting,  pro¬ 
gressive,  and  innovative  organization  in  a  growing  market. 

Please  submit  resume  to:  Dave  Wedel,  General  Manager,  Midland  Reporter-Telegram,  P.O. 
Box  1650,  Midland,  TX  79702.  E-mail:  dwedel@mrt.com 
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ADVERTISING 


ADVERTISING 


ADVERTISING 


NATIONAL  ACCOUNT  REPRESENTATIVES 

Rumbo,  a  fast-growing  network  of  three  Spanish-language  newspapers  located  in  Houston, 
San  Antonio  and  the  Lower  Rio-Grande  Valley  is  seeking  energetic,  self-motivated  individuals 
to  sell  advertising.  Primary  responsibilities  include  selling  and  servicing  established  major 
and  national  advertising  accounts,  plus  developing  new  accounts  through  a 
consistent  program  of  prospecting.  These  full-time  commissioned  sales  positions  have 
significant  earning  potential  for  driven,  dynamic  account  executives  who  love  to  sell!  Po¬ 
sitions  are  open  in  San  Antonio,  Houston,  and  Lower  Rio  Grande  Valley.  Requirements: 
Experience  infhigh  level  account  sales  and  developing  strategic  business  partnerships  4-t- 
years  of  sales  experience. 

Track  record  of  sales  goal  achievement  and  high-level  client  negotiations.  Strong  knowl¬ 
edge  of  Word,  Excel,  Power  Point.  College  degree  required.  Ability  to  speak  Spanish  a 
plus,  but  not  required.  Rumbo  offers  a  competitive  base  salary  along  with  potential  for 
commission  based  upon  performance,  a  positive  work  environment  and  excellent  benefits 
package,  including  401(K).  To  apply  for  this  position,  please  send  a  cover  letter  and 
resume  to:  E-mail:  sibyl@mediahunter.com  Visit:  www.cliariosrumbo.com  EOE 


ADVERTISING  SALES  MANAGER 

Come  work  at  the  Charlotte  Sun,  American’s  Best  Community  Daily  newspaper.  This  is  an 
outstanding  opportunity  to  join  a  company  where  you  make  the  difference.  We  are 
looking  for  an  experienced  sales  manager  with  a  positive,  energetic,  can-do  approach  to 
join  our  adverting  team.  We  are  looking  for  a  highly  motivated  individual  who  thrives  on 
the  sales  challenges  and  enjoys  working  in  a  positive  team  environment. 

Responsibilities  include  managing  a  sales  team  to  service  existing  clients,  marketing  of 
new  prospects,  face-to-face  sales,  closing  contracts,  identifying  client  needs,  and  cold 
calling.  Qualified  candidate  will  have  the  drive  to  meet  and  exceed  sales  targets,  exceptional 
sales  presentation  skills,  and  excellent  verbal  and  written  communication  skills. 
Join  us  as  we  set  the  industry  standard  for  professionalism  and  quality! 

We  offer:  Competitive  salary  plus  commission,  vacation,  health  insurance,  sick  and  short 
term  disability,  401(k)  with  company  match,  training,  stable  company  that  is  very 
Community  minded  and  involved.  Pease  send  your  resume  to: 

Charlotte  Sun 

Attn:  Human  Resources,  Mary  Skaggs 
231 70  Harbor  View  Road 
Port  Charlotte,  FL  33980 
FAX:  (941)  6294499 
Email:  Advertising@Sun-Herald.com 


CLASSIFIED  ADVERTISING  MANAGER 

We  are  looking  for  an  experienced  forward  thinking  classified  manager  with  3-5  years  ad¬ 
vertising  management  experience,  classified  preferred,  and  an  entrepreneurial  spirit. 
Will  lead  work  teams,  develop  staff  and  customer  relationships  and  establish  sales,  pricing 
and  product  strategies. 

Ideal  candidate  will  have  strong  marketing,  sales  and  promotional  skills,  proven 
leadership  and  analytical  skills.  Fort  Wayne  Newspapers  publishes  two  daily  and  Sunday 
newspapers  with  circulation  of  approximately  114,  000  daily  and  131,000  Sunday.  Excel¬ 
lent  compensation  and  benefits  package.  Send  your  resume  and  cover  letter  to: 

Fort  Wax/ha  Now*?onoor*i 

Attn:  Human  Resources,  60^.  Main^^Fort  Wayne,  IN  46802. 

E-mail:  mtapp@fwn.fortwayne.com  EOE 


CLASSIFIED  ADVERTISING  MANAGER 

The  Vindicator,  a  Sunday  and  daily  newspaper  and  online  Publisher  with  diverse  multimedia 
interests  seeks  an  experienced  classified  sales  leader.  Our  dynamic  sales  staff 
wants  help  in  growing  our  print  franchise  and  developing  online  verticals.  We  seek  a 
sales  training  professional  to  build  the  strength  of  our  phone  group. 

The  successful  candidate  will  demonstrate  the  ability  to  lead  and  build  growth  for  both 
the  Classified  inside  sales  and  outside  sales  teams.  Niche  product  experience  is  a  definite 
plus.t  Our  60,000-i-  newspaper  is  located  in  Youngstown,  Ohio  with  a  relatively  low 
cost  of  living  and  easy  access  to  two  of  the  nation’s  largest  cities.  We  offer  a  competitive 
salary,  excellent  performance  pay  and  attractive  benefits.  If  you  thrive  on  working 
as  part  of  a  high  energy  team,  you  will  enjoy  the  culture  of  success  created  by  our  inde¬ 
pendent  owners.  Send  a  cover  letter,  resume  and  compensation  needs  in  strictest  confi¬ 
dence  to: 

The  Vindicatof 
Attn:  Bob  Wiseman 

107  Vindicator  Square,  Youngstown,  OH  44501 
E-mail:  b^seman@vindy.com 


www.editorandpublisher.com 


PUBLICATIDN  ADVERTISING  SALES 

Seattle  Times  Publications,  a  division  of  Rotary  Offset  Press,  has  an  opening  for  a  sales¬ 
person  to  sell  advertising  into  various  monthly  and  quarterly  publications.  Base  salary 
plus  incentive  program,  excellent  fringe  benefits  including  insurance  and  401(k).  Previous 
advertising  sales  experience  is  required. 

If  you  are  motivated,  organized,  and  understand  the  value  of  customer  relationships, 
please  send  your  cover  letter,  resume  and  salary  requirements  to: 

Rotary  Offset  Press 
HR-Sales 

6600  S.  231st  Street,  Kent,  WA.  98032. 

OR  FAX:  (253)813-2932,  or:  hr-rop@seattletimes.com 


ADVERTISING 


ADVERTISING 

DIRECTOR 

The  Daily  Record  in  Ellensburg,  WA  is 
looking  for  an  Ad  Director  for  a  6,000 
circ.,  daily  newspaper.  Responsible  for 
newspaper,  TMC,  new  media  and 
non-traditional  revenue.  Must  have  top 
notch  people  and  communication  skills, 
leadership  ability,  computer  skills  and 
demonstrate  innovative  thinking.  Live  just 
90  minutes  from  Seattle  plus  easy  access 
to  the  great  outdoors,  www.kvnews.com. 
Owned  by: 

www.pioneemewspapers.com 
Apply  to:  Matt  Davison,  Publisher 
mdavison@kvnews.com 
FAX:  (509)  925-5696 


ACCDUNT  EXECUTIVE 

Come  join  our  team!  New  Jersey  Lawyer 
seeks  an  energetic,  assertive,  inde¬ 
pendent,  creative  self-starter  with  strong 
communication  organizational,  customer 
service  and  follow-up  skills  to  handle  ac¬ 
counts  in  our  Classified  Sales  depart¬ 
ment. 

Competitive  base  salary  plus  high  com¬ 
mission  potential,  well-rounded  benefits 
package,  and  the  chance  to  work  in  an 
environment  where  excellence  is  recog¬ 
nized!  Sales  and  customer  service  expe¬ 
rience  required;  media  sales  experience 
a  plus.  Excellent  presentation  and  com¬ 
munication  skills  required. 

E-mail:  Lynn.Gallo@NJLNews.com 
Visit  www.njlnews.com 


NEWSPAPER  CAREER 
OPPORTUNITIES 

Advertising  Directors 
$100,000-1-  MidAtlantic  &  SW 
Marketing  Director 
$7080,000  Southwest 
National/Major  Accounts 
$60100,000-f  Southwest 
Production  Manager 
$80-90,000-1-  Northeast 
Send  your  resume  to: 

rhaas@rhaas.com 
or  FAX:  (713)  977-%56 
for  more  information 
(713)977-8955 

Haas  &  Associates 

Executive  Search  Consultants 


NEWS  makes  the  difference. 


ADVERTISING 


ADVERTISING  SALES 
MANAGER 

C&G  Newspapers  in  Warren,  Ml  is 
looking  for  a  motivated  sales  manager 
who  can  coach  and  further  develop  a  dy¬ 
namic  sales  team.  As  Michigan’s  largest 
weekly  newspaper  group.  C&G  publishes 
18  individually  edited  newspapers  reach¬ 
ing  more  than  600,000  homes. 

Previous  managerial  and  advertising  ex¬ 
perience  is  required.  We  offer  a  competi¬ 
tive  benefits  package  including  a  401k 
plan  with  company  match.  If  you  have  ex¬ 
cellent  communications  skills  and  have  a 
genuine  interest  in  helping  salespeople 
become  peak  performers,  please  send 
your  resume  to: 

E-mail:  jdemers@candgnews.com 


CIRCULATION 


CREW  AND  KIDSK 
CONTRACTDRS 

Attention  Crew  and  Kiosk  Companies 
The  St.  Louis  Post-Dispatch  has  an  imme¬ 
diate  need  for  Crew  and  Kiosk  contrac¬ 
tors.  Our  sales  areas  are  growing  fast. 
We  are  looking  for  honest  contractors 
who  are  money  motivated  and  looking  to 
expand.  We  offer: 

•Competitive  commissions. 

•Exclusive  territory. 

•Great  offers. 

•An  opportunity  to  contract  with  a  large 
newspaper. 

If  this  is  you,  contact  Todd  Hickam  at 
(314)340-8837  or: 

ttiickam@post-dispatch.co(n 


ADVERTISERS 


For  Space/material 
deadlines  call 
Michele  MacMahon  at 
646.654.5303 
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CIRCULATION 


CIRCULATION 


CIRCULATION  SALES  MANAGER 

The  San  Francisco  Chronicle,  Northern  California’s  largest  newspaper,  is  seeking  a 
proven  leader  with  five  to  seven  years  experience  in  consumer  sales  and  marketing  to 
take  our  sales  team  to  the  next  level.  This  individual  will  utilize  their  initiative  and  sales 
development  skills  to  drive  growth  from  current  and  new  sales  channels  in  one  of  the 
country’s  most  competitive  markets. 

This  position  is  responsible  for  all  circulation  home  delivery  sales  functions.  Candidates 
must  have  demonstrated  experience  in  alternative  means  of  reaching  and  developing  new 
customers  and  must  be  able  to  define  and  implement  go-to-market  plans  that  will  achieve 
performance  criteria  focused  around  revenue  and  market  share.  The  successful  candidate 
will  be  a  team  player  with  a  comprehensive  understanding  of  sales  and  retention, 
partnership  marketing,  direct  response,  telemarketing,  event  and  door-crew  sales  opera¬ 
tions. 

To  apply  for  this  position  visit  www.sfchronicle.com/hr  and  click  on  current 
job  openings  and  post  to  #06-156.  OR  E-mail:  nkramer@sfchronicle.com 


Local  Community  Newspaper  is  seeking  a  Single  Copy  Manager  in  Zone  9.  We  are 
looking  for  experienced  manager  who  can  teach  and  lead  our  single  copy  staff.  The  Single 
Copy  Manager  will  be  responsible  to  create  and  implement  programs  to  increase  our 
sales  opportunities  at  our  dealer  locations  and  determine  placement  of  our  newsracks  to 
generate  optimum  sales.  The  Single  Copy  Manger  will  need  to  monitor  and  adjust  activity 
at  all  single  copy  locations  to  ensure  maximum  sales  results  while  keeping  our  return  per¬ 
centage  at  acceptable  levels. 

Knowledge  of  Bellatrix  and  PBS  is  a  plus.  Candidates  should  have  5  years  experience  in 
Newspaper  management  and  needs  to  be  organized  and  have  the  ability  to  multi-task. 
Candidate  needs  to  be  PC  proficient.  Excellent  benefit  program. 

Please  send  resume,  cover  letter  and  salary  requirements  to:  Editor  &  Publisher 
Classifieds,  Box  4028,  770  Broadway,  7th  Floor,  New  York,  NY.  10003.  OR 
E-mail,  with  Box  4028  in  the  subject  line  to: 

mmacmahon@editorandpublisher.com 


SINGLE  COPY  &  MARKETING  MANAGER 

The  Pioneer  Press  based  in  St.  Paul  MN,  is  seeking  a  ambitious  circulation  professional. 
Reporting  to  the  Circulation  Sales  &  Marketing  Director,  this  position  will  manage  all 
facets  of  the  single  copy  operation,  including  marketing  plans,  performance  metrics,  vol¬ 
umes,  revenue  and  expense.  This  is  a  significant  opportunity  for  a  career  minded  individual. 

The  Pioneer  Press,  with  circulation  of  190,000  daily  and  250,000  Sunday,  serves  a  market 
with  high  demographics  and  positive  household  growth.  Our  circulation  is  growing 
and  we  are  growing  our  skill  level  in  order  to  extend  the  success.  The  successful  candidate 
can  expect  development  opportunities  based  on  performance. 

This  is  a  competitive  market  in  a  top  20  MSA  that  affords  newspaper  management  expe¬ 
rience  commensurate  to  the  size  of  the  market.  (Plus  the  quality  of  life  is  terrific.)  Candi¬ 
dates  should  have  a  minimum  five  years  demonstrated  success  as  a  newspaper  sales  or 
single  copy  manager,  or  equivalent.  Must  be  PC  proficient  including  MS  Word  and  Excel. 
College  degree  preferred.  Comprehensive  benefit  package. 

E-mail  resume  with  salary  expectations  in  Word  format  to:  amok@pioneerpress.com.  Or 
mail  to:  Pioneer  Press  Attn:  Andrew  Mok,  345  Cedar  St,  St.  Paul,  MN  55101 


CIRCULATION  MANAGER 

Salt  Lake  City,  Utah.  USA  TODAY  has  an  opening  for  a  Circulation  Manager  in  Salt  Lake 
City.  It  will  manage  the  distribution  and  circulation  for  Northern  Utah,  NE  Nevada,  Eastern 
Idaho,  Western  Montana  and  Western  Wyoming  along  with  partnership  areas  throughout  the 
region.  It  will  also  be  responsible  for  managing  the  print  site,  hauling  and  warehouse  oper¬ 
ations.  This  position  will  manage  a  staff  of  five  District  Sales  Managers.  The  ideal  candi¬ 
date  will  need  to  be  able  to  implement  operational  and  sales  strategies  to  grow  circulation; 
train,  manage,  direct  and  develop  staff.  Must  have  the  ability  to  build  relationships  with  tar¬ 
get  chain  accounts,  manage  and  grow  the  existing  partnerships  with  the  local  paper.  Please 
E-  mail  your  resume  to  Ron  Yenkowski  at:  Please  E-mail  your  resume  to  Ron  Yenkowski  at: 
ryenkows@usatoday.com. 
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DIRECT  MAIL/TMC  SALES  MANAGER 

A  well  established  company  is  looking  for  an  experienced  Direct  Mail/TMC  Sales  Manager 
to  create,  sell  and  lead  development  of  effective  “solo”  and  “shared”  direct-mail 
programs  for  customers.  This  person  will  use  robust,  proprietary  databases  in  selling 
packages/campaigns  for  regional  companies  that  can  benefit  from  direct  mail. 

We  are  looking  for  a  self  starting  entrepreneur  who  enjoys  a  fast  paced  environment  and 
is  skilled  at  uncovering  and  providing  solutions  for  customer  marketing  needs.  Must  be 
able  to  effectively  communicate  their  vision  to  others  and  create  an  environment  to 
achieve  that  vision.  If  you  are  interested  in  this  challenging  role  with  an  attractive  benefits 
package,  please  send  your  resume,  including  salary  history,  to: 

Box  4025,  Editor  &  Publisher  Classifieds 
770  Broadway,  7th  Floor,  New  York,  NY  1(XX)3. 

E-mail:  dtyhacz@editorandpublisher.com 
Please  note  Box  4025  in  subject  heading. 

EOE 


WESTERN  REGIONAL  CIRCULATION  DIRECTOR 

Colorado  Mountain  News  Media  seeks  Western  Regional  Circulation  Director.  We  are 
looking  for  a  doer,  mover  and  shaker  and  all  around  great  person  to  take  on  our  circulation 
needs  in  the  Aspen,  Glenwood  Springs  and  Grand  Junction  areas.  This  person  must 
be  able  to  continuously  audit  and  assess  our  newspaper  markets  and  immediate  peripheral 
areas  to  increase  and  maintain  our  readership  through  distribution  and  marketing. 
Creativity  and  excellent  customer  service  skills  are  a  must.  Excellent  analytical  skills,  verbal 
and  written  communication  skills  as  well  as  proficiency  in  Word  and  Excel.  Valid  Drivers  Li¬ 
cense.  EOE. 

Please  send  your  resume  to:  Maiiella  Ruocco,  Human  Resource  Director  at: 

mruocco@cmnm.org. 


EDITORIAL 


EDITORIAL 


ASSISTANT  MANAGING  EDITOR 

Features 

The  Portland  Press  Herald/Maine  Sunday  Telegram  seeks  an  energetic  and  experienced 
editor  to  become  its  assistant  managing  editor  for  features.  This  is  a  chance  to  work  at 
one  of  the  country’s  best  mid-sized  dailies.  We’re  a  paper  that  consistently  wins  regional 
and  national  awards  and  one  that  is  supported  by  family  ownership  with  a  strong  commit¬ 
ment  to  quality  journalism. 

The  Assistant  Managing  Editor  for  features  directs  the  development  of  lively  feature  sec¬ 
tions  every  day  in  our  newspaper.  Entertainment,  lifestyles,  the  arts  and  outdoor  life  are 
among  the  topics.  The  job  involves  supervising  a  team  of  reporters  and  copy  editors. 
Candidates  should  have  a  four-year  college  degree,  at  least  five  years’  experience  at  a 
daily  newspaper,  including  three  years  as  an  editor  supervising  reporters  or  copy  editors, 
and  extensive  knowledge  of  layout  and  design,  copy  editing,  newspaper  production  and 
story  idea  development.  Hard-copy  cover  letters,  resumes  and  clip  samples  are  preferred. 
Send  to:  The  Portland  Press  HeraW/Maine  Sunday  Telegram,  Human  Resources,  P.O.  Box 
1460,  Portland,  ME  04101. 

E-mail:  humanresources@pressherald.com 


ASSISTANT 
METRO  EDITOR 

The  Times-Tribune  (55,000  daily,  73,000 
Sunday)  has  an  opening  for  an  assistant 
metro  editor  to  assign  and  edit  stories  at 
night  and  on  weekends. 

The  successful  applicant  will  have  dem¬ 
onstrated  abilities  to  recognize  and  con¬ 
ceptualize  news,  to  improve  copy 
through  editing  and  to  coach  and  moti¬ 
vate  a  team  of  reporters.  Salary 
$50,000-r  for  the  right  person.  To  apply, 
please  send  resume  and  a  letter  describ¬ 
ing  qualifications  to:The  Times-Tribune 
Atbi:  Ed  Christine,  Metro  Editor,  149 
Penn  Avenue  Scranton,  PA  18503. 

E-mail:  jobs@timesshamrock.com 


CAPITAL  BUREAU 
REPORTER 

The  Mobile  (Ala.)  Press-Register,  a 
100,000-circulation,  prize-winning  New- 
house  paper  on  Alabama’s  beautiful  Gulf 
Coast,  seeks  a  second  reporter  for  our 
state  Capital  Bureau  in  Montgomery,  cov¬ 
ering  state  government  and  politics. 
We’re  known  for  hard-nosed  enterprise, 
energetic  beat  coverage  and  bold  investi¬ 
gative  journalism. 

Send  resume,  clips  and  cover  letter 
to  Dewey  English,  managing  editor, 
Press-Register,  P.O.  Box  2488,  Mobile, 
Ala.,  36652. 


www.edltorandpublisher.com 


Phone:1-888-825-9149  ~  CLASSIFIED  ADVERTISING  ~  Fax :  (646)  654-5312 

MGOLDEN@EDITORANDPUBHSHER.COM  •  MMACMAHON@EDITORANDPUBLISHER.COM  •  DTYHACZ@EDITORANDPUBLISHER.COM 


-HELP  WANTED- 


EDITORIAL 


EDITORIAL 


EDITORIAL 


EDITORIAL 


ONLINE  MANAGING  EDITOR 

Responsible  for  the  online  presence  and  multi-channel  distribution  of  content  of  a  major 
newspaper,  including  real  time  news  and  blogs,  podcasting,  audio  reports,  video  reports, 
and  more  traditional  electronic  media.  Involves  building  an  organization  that  gathers  and 
distributes  the  news,  in  near  real  time,  to  many  channels  of  delivery.  Reports  directly  to 
editor-in-chief  in  converting  traditional  newsroom  into  one  serving  print  readers  and  online 
viewers  equally  well.  Directs  news  desk  in  gathering  and  distributing  real  time  news  to 
the  various  channels.  Desired  is  five  years  experience  as  online  editor  with  previous  expe¬ 
rience  in  growing  a  winning  editorial  team  and  launching  new  properties;  in  newsroom  re¬ 
porting  and  management;  and  in  interacting  with  online  marketing  and  business  functions. 
Competitive  salary  and  benefits.  E-mail  cover  letter  and  resume  to: 

E-mail:  vpgenmgr@gmail.com 


MANAGING  EDITOR 


The  Cape  Cod  Times  seeks  a  managing  editor/news  to  oversee  the  day-to-day  news 
gathering  and  editing  process  while  helping  position  the  organization  for  success  in  a 
new  media  age.  The  managing  editor/news  is  responsible  for  local,  state,  national  and  in¬ 
ternational  news  reports.  Ability  to  juggle  daily  work  with  long-term  initiatives  is  critical. 

A  vision  also  is  important,  as  this  position  will  play  a  key  role  in  shaping  the  future  of  the 
newsroom.  Extensive  newspaper  editing  and  management  experience  is  required;  work 
in  multimedia  and  Web  journalism  a  big  plus.  Send  resumes  and  portfolios  to: 

Cape  Cod  Times 
Attn:  Paul  J.  Pronovost,  Editor 
319  Main  Street,  Hyannis,  MA  02601 


eb^ITO 

The  BMW  Car  Club  of  America,  Inc.  seeks  an  experienced  and  creative  online  editor  who 
has  it  all.  Demonstrated  writing  ability,  great  ideas,  people  skills,  a  passion  for  cars  and 
the  technical  know-how  to  get  things  done.  This  individual  will  work  at  all  levels  -  from 
helping  to  define  online  strategies  to  managing  a  team  that  updates  Web  content  daily 
and  sometimes  hourly.  The  ability  to  write  compelling  copy  and  lots  of  it  is  essential. 
www.bmwcca.org,  the  official  website  of  the  BMW  Car  Club  of  America,  Inc.,  is  the  premier 
car  club  website  in  the  world.  It  is  the  clubils  face  to  the  world  and  a  resource  for  our 
members,  capturing  the  unique  perspectives  of  BMW  enthusiasts. 

The  Web  Editor  establishes  the  personality  of  the  site  and  manages  the  creation  of  editorial 
content  in  such  a  way  as  to  reflect  and  enhance  the  stated  purpose  and  goals  of  the 
BMW  Car  Club  of  America.  The  online  editor  will  have  a  leadership  role  in  determining 
Web  site  content  and  developing  innovative  ways  to  use  the  Web  as  a  vehicle  to  deliver 
content  and  enable  revenue  generation.  This  person  will  also  work  closely  with  the  publi¬ 
cation  staff,  that  are  embracing  integration  of  electronic  and  print  media.  Oversee  staff 
that  is  responsible  for  day-to-day  maintenance  and  updates  to  site.  For  additional  re¬ 
sponsibilities,  please  contact  us  via  E-mail.  Kindly  submit  cover  letter,  salary  requirements, 
sample  of  your  writing  and  resume  to: 

Wynne  Smith  BMW  CCA  640 
South  Main  St  #201  Greenville,  SC  29601 
E-mail:  wynne_smith@bmwcca.org  or  FAX:  (864)  250-0285 
No  phone  calls,  please 


The  Las  Vegas  Review-Journal  is  seeking  a  dynamic  and  innovative  editor  for  Image, 
our  weekly  fashion  section  aimed  at  women  18-35.  We  are  looking  for  a  person  with 
strong  editing,  organizational  and  managerial  skills  and  the  ability  to  inspire  colorful  writing 
and  good  work.  The  editor  will  supervise  a  reporter  and  photographer  to  produce  our 
16  page  full-color  tabloid  that  is  printed  on  high-quality  newsprint  and  inserted  into  the 
Thursday  newspaper. 

Candidates  should  have  personal  style  and  a  knowledge  of  the  fashion  and  beauty  industry. 
In  addition  to  long-range  planning,  the  fashion  editor  is  required  to  edit  copy  and  write 
accurate  and  clever  headlines.  Layout  duties  are  handled  by  a  page  designer.  The  editor 
will  be  expected  to  develop  a  broad  range  of  sources  and  spot  local  fashion  trends  while 
keeping  an  eye  on  what’s  happening  nationally. 

Las  Vegas  has  become  an  international  shopping  mecca  featuring  most  major  department 
stores  as  well  as  a  number  of  designer  shops  and  boutiques.  Applicants  must  have 
previous  supervisory  experience. 

Send  a  cover  letter  that  outlines  ideas  for  a  lively  fashion  section,  a  resume  and 
writing  samples  to:  Frank  Fertado,  features  editor.  Las  Vegas  Review- Journal, 
P.O.  Box  70,  Las  Vegas ,  NV.  89125. 

ffertado@reviewjournal.com 


GENERAL  ASSIGNMENT  REPORTER 

Our  NNA  General  Excellence  newspaper  is  in  the  fastest  growing  area  of  Los  Angeles 
County  and  our  staff  sets  standards  for  excellence  in  national  competition.  Reporting  re¬ 
sponsibilities  will  encompass  a  broad  spectrum  of  issues,  events  and  people  of  news  in¬ 
terest.  The  ideal  candidate  will  be  a  versatile  generalist  with  1-3  years  daily  experience. 
This  is  a  full  time  position  with  varied  hours  depending  on  assignment.  Will  consider  talent 
from  excellent  weeklies  and  exceptional  recent  J-School  grad  or  equivalent.  Compensation 
negotiable  on  experience,  excellent  benefits. 

Send  inquiries  with  clips,  resume  to  Antelope  Valley  Press,  Attn:  Personnel,  P.O. 
Box  4050,  Palmdale,  CA,  935904050,  fax  to  (661)  2674284,  or  E-mail  to: 

personnel@avpress.com. 


ASSISTANT  MANAGING  EDITOR/NIGHTS 

The  Lexington  Herald-Leader  is  seeking  an  outstanding  editor  to  lead  the  newsroom  at 
night  and  coordinate  planning  for  the  Sunday  newspaper.  This  editor  will  lead  the 
wire-editing  desk  and  oversee  the  copy  desk  chief  and  his  staff. 

The  successful  candidate  will  be  a  journalist  with  broad  editing  experience,  excellent 
news  judgment  and  leadership  skills  and  a  desire  to  innovate.  The  Herald-Leader  is  a  Pu¬ 
litzer  Prize-winning  McClatchy  (formerly  Knight  Ridder)  newspaper  (118k  daily,  145k  Sun¬ 
day)  located  in  the  heart  of  Kentucky’s  beautiful  horse  country. 

Please  contact  Managing  Editor  Tom  Eblen  by  E-mail:  at; 
teblen@herald-leader.com 


EDITOR 

The  Gardner  News  is  currently  seeking  a  full-time  editor.  The  person  we  are  looking  for 
will  have  two  to  three  years  of  experience  at  a  community  newspaper  as  a  reporter  and 
editor.  This  person  will  be  responsible  for  reporters,  page  design,  copy  editing,  and  writing 
editorials. 

Good  people  skills  and  the  ability  to  work  with  other  departments  are  a  must.  Salary  is 
based  on  experience.  Benefits  include  medical,  profit  sharing,  401(k)  plan  and  more. 
Send  resume  and  live  writing  samples  to: 

The  Gardner  News,  Inc. 

Attn:  Alberta  Saffell  Bell 

309  Central  Street,  P.O.  Box  340,  Gardner,  MA  01440 
Phone:  (978)  632-8000X16 


EXPERIENCED  NEWS  EDITOR 

The  Bulletin  seeks  an  experienced  journalist  with  a  proven  record  to  be  our  news  editor. 
Our  news  editor  will  be  responsible  for  managing  our  copy  and  design  desk,  be  accounta¬ 
ble  for  news  judgement  and  be  the  primary  coordinator  of  all  of  the  ingredients  that  go 
on  the  page  at  the  end  of  the  day.  We  need  an  applicant  with  experience  leading  a  team 
of  10  to  20  people.  We’re  looking  for  someone  with  the  management  capability  to  pull  to¬ 
gether  photos,  graphics  and  stories  while  meeting  deadlines.  The  successful  candidate 
will  also  have  finely  honed  news  judgement. 

The  Bulletin  is  one  of  the  fastest-growing  daily  newspapers  in  the  country.  At  30,000  cir¬ 
culation,  we’re  the  flagship  paper  of  family-owned  Western  Communications.  We  offer 
competitive  benefits  and  the  opportunity  to  live  in  the  High  Desert  city  of  Bend,  Ore.,  a 
growing  urban  area  surrounded  by  pristine  mountains  and  stellar  outdoor  recreation. 

To  apply,  please  mail  a  cover  letter,  resume  and  references  to:  Eleanor  Pierce 
Newsroom  Administrator,  The  Bulletin,  P.O.  Box  6020,  1777  S.W.  Chandler 
Ave.,  Bend,  OR  97708. 

www.editorandpublisher.com 


MANAGING  EDITOR 

The  Southern  Illinoisan  in  Carbondale,  Illi¬ 
nois.  This  No.  2  position  in  the  newsroom 
is  responsible  for  the  editorial  content  of 
our  news  products,  preparing  the  daily 
news  budget,  production  of  the  daily  pro(T 
uct  and  providing  leadership  for  the  edito¬ 
rial  staff.  Position  reports  to  the  Editor. 
Bachelor  degree  in  journalism  or  related 
field,  and  prior  newsroom  management 
required.  (Candidates  should  respond  di¬ 
rectly  to:  Mary  Mechler  Human  Resources 
Manager  The  Southern  Illinoisan,  P.O. 
Box  2108,  Carbondale,  IL  62902.  The 
Southern  Illinoisan  is  EOE.  M/F.  We  con¬ 
duct  pre-employment  drug  testing. 


The  Times-Tribune  also  has  openings  for 
general-assignment  and  business  report¬ 
ers  who  can  juggle  breaking  news  and 
enterprise.  Salary:  $550-$838  depending 
on  experience  and  qualifications. 

The  Times-Tribune  is  a  family-owned 
newspaper  in  Scranton,  Pa.,  two  hours 
west  of  New  York  City  and  two  hours 
north  of  Philadelphia.  To  apply,  please 
send  resume  and  a  letter  describing 
qualifications  to: 

The  Times-Tribune 
Attn:  Ed  Christine,  Metro  Editor 
149  Penn  Ave.,  Scranton,  PA  18503 

E-mail:  jobs@timesshamrock.com 


AUGUST  2006  EDITOR  &  PUBLISHER  CLASSIFIEDS  C? 
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EDITORIAL 


EDITORIAL 


PRESSROOM 


PRESSROOM 


COPY  EDITOR 

Our  new  copy  editor  will  specialize  in  news  content  for  the  web.  We’re  looking  for  someone 
with  a  keen  interest  in  web  publishing  who  has  all  the  traditional  skills  of  a  newspaper 
copy  editor.  Still  involved  in  daily  print  production,  but  will  work  with  online  editor  to  make 
sure  photos  are  posted,  headlines  reworked,  story  packages  are  complete. 

Prior  desk  experience  expected,  committment  to  community  journalism  required.  Graphics 
ability  a  real  plus.  Working  nights, some  weekends.  .  We  are  90  minutes  west  of  New 
York  metro  area,  90  minutes  north  of  Philadelphia,  in  mountain  vacation  spot  with  hiking, 
river-running,  skiing,  snowboarding,  golfing,  fishing,  hunting.  Contact:  Pocono  Record 
Attn:  Tom  DeSchriver,  511  Lenox  St.,  Stroudsburg,  PA  18360, 

Phone:  (570)  4204358  E-mail:  tdeschriver@poconorecord.com 


Midwestern  13,000  daily  and  Sunday  is 
searching  for  the  newspaper's  senior 
news  executive.  The  position  requires  a 
hands  on  approach  including  budget  re¬ 
sponsibilities.  The  newspaper  is  part  of  a 
smaller,  well-respected  group  with  a  his¬ 
tory  of  excellence  in  journalism.  If  you 
feel  you  have  the  experience  and 
ability  to  teach,  coach,  motivate  and 
manage  within  a  system  of  well-es¬ 
tablished  core  values,  please  send 
resume  to:  Box  4026,  Editor  &  Publisher 
Classifieds,  770  Broadway,  7th 
Floor,  New  York,  NY.  10003.  OR 
mmacmahon@editorandpublisher.com 


EDITOR/WRITER 

An  experienced  journalist  needed  to  both 
edit  and  write  for  one  of  the  nation’s 
longest-running  regional  magazines, 
Acadiana  Profile,  headquartered  in  Lafa¬ 
yette,  La.  Good  opportunity  for  advance¬ 
ment.  Must  have  degree  in  print  journal¬ 
ism  and  strong  skills  in  copy  editing, 
photo  editing,  assigning  stories, 
research,  interviewing  and  feature  story 
writing.  Management  skills  a  plus;  MAG¬ 
AZINE  journalism  experience  a  plus.  Sal¬ 
ary  and  benefits  provided. 

To  apply,  call  or  E-mail 
Trent  Angers,  publisher,  at: 

(337)  235-7919,  Ext.  106. 
info@acadianhouse.com. 


ASSISTANT  CONTROLLER 

The  Ames  Tribune,  a  12,000  circulation  daily  in  Ames,  Iowa,  is  seeking  an  Assistant  Con- 
troller.The  individual  we  seek  will  assist  in  the  financial  management  function  of  the  news¬ 
paper  including:  payroll  processing,  bank  reconciliation,  cash  handling,  accounts  payable, 
accounts  receivable  and  oversee  daily  operations  of  department.  This  position  reports  di¬ 
rectly  to  the  Controller.  The  successful  candidate  will  have  a  working  knowledge  of  payroll, 
cost  control  and  analysis  and  general  accounting  principles. 

Qualified  candidates  must  have  3-5  years  accounting  experience  with  strong  communica¬ 
tion  skills  and  knowledge  of  Microsoft  Office.  Newspaper  experience  strongly  preferred. 
This  is  a  great  opportunity  to  join  a  great  company  and  live  in  one  of  the  top  rated  “best 
places  to  live  in  the  U.S.” 

Contact  Mike  Campbell,  Controller: 

Ames  Tribune 
317  Fifth  Street 
Ames  lA  5(X)10 
E-mail:  mcampbell@amestrib.com 


INFORMATION  SYSTEMS 


INFORMATION  SYSTEMS 


CORPORATE  PUBLISHING  SYSTEMS  MANAGER 

NYSE  listed  publishing  company,  located  in  Bucks  County,  PA,  seeks  a  motivated 
hands-on  professional  for  Corporate  Publishing  Systems  Manager.  You  will  be  part  of  our 
IT  team  in  a  highly  visible  position. 

We  have  the  following  requirements:  3-r  years  management  experience  in  a  publishing 
environment;  5■^  years  experience  working  with  classified  and  editorial  front-end  pagination 
systems.  Knowledge  of  Windows  NT/2000,  MS  Office  Suite,  Adobe  and  Quark.  An  un¬ 
derstanding  of  Citrix  Metaframe  and  Windows  2000  Server  products.  Provide  3rd  level 
support  for  local  and  remote  clientsGood  communications  skills  and  ability  to  work  with 
technical  and  user  staff.  We  provide  a  comprehensive  benefits  package,  including  matched 
401(k)  plan,  bonuses,  stock  options,  vacation  and  medical.  Fax  resume  with  salary 
history  to: 

FAX:  (609)  396^356 
E-mail:  jobs@journalregister.com 


The  Midland  Reporter-Telegram  has  an  immediate  opening  in  its  Production  Department 
for  the  position  of  pressman  for  our  Harris  N-1650  printing  presses.  This  5-6  day  per 
week  'fast  paced'  deadline  oriented  position  requires:  shifVweekend  work,  with  strong 
emphasis  on  safety.  The  Midland  Reporter-Telegram  offers  a  full  package  of  company 
benefits,  including  401(k)  program.  E-mail  your  resume  and  salary  expectations  to: 
jmaddox@hearstnp.com.  The  Midland  Reporter-Telegram,  John  A.  Maddox, 
Production  Director,  201  E.  Illinois  St.,  Midland,  Texas  79701. 

Phone:(432)687-8844.  EOE. 


PRODUCTION/TECH 


PRODUCTION/TECH 


ELECTRONICS  TECHNICIAN 

Sarasota  Herald  Tribune,  a  New  York  Times  Company  has  an  opening  for  a  full  time  Pro¬ 
duction  Maintenance  Electronics  Technician.  This  individual  will  be  part  of  a  professional 
group  of  mechanics  and  technicians.  Applicant  must  have  a  minimum  of  three  years  expe¬ 
rience  as  a  newspaper  technician. 

Must  have  the  skills  to  affect  timely  repair  and  maintenance  to  various  pressroom, 
mailroom  and  plateroom  equipment,  know  how  to  read  schematics,  and  use  standard 
test  equipment,  must  be  able  to  lift  minimum  of  50lbs.  and  work  well  with  others.  Must 
be  willing  to  work  nights,  weekends  and  holidays  on  an  on-call  basis.  Company  has  excel¬ 
lent  benefits  package  and  pay  is  commensurate  with  experience.  Send  resume  to: 

Sarasota  Herald-Tribune 
1800  University  Parkway 
FI 

Attn:  Michael  Bradshaw  FAX:  (941)  3584015 
E-mail:  michael.bradshaw@heraldtribune.com 


PAGINATOR 

CLASSIFIED  AND  DISPLAY  ADVERTISING 

The  Washington  Examiner  is  growing!  As  a  result,  an  exciting  position  as  a  Paginator  is 
currently  available  in  our  Ad  Services  department.  The  position  requires  proficiency  with 
Adobe  InDesign,  Quark  Xpress,  Photoshop,  Illustrator,  Acrobat,  Word  and  Excel,  the  ability 
to  pay  close  attention  to  details,  strong  verbal  and  written  communication  skills,  knowledge 
of  all  areas  of  off  set  printing,  4-color  press,  press  configurations,  and  display/classified  ad¬ 
vertising  lay  out. 

5  to  10  years  of  experience  is  strongly  preferred.  The  DC  Examiner  is  a  Clarity  Media 
Group,  free,  daily  publication  with  circulation  covering  the  Washington  DC  metro  area. 
We  offer  an  outstanding  benefit  package  including  health,  dental,  vision,  life  and  short 
term  disability,  along  with  a  matching  401(K)  program.  To  be  a  part  of  this  dynamic  or¬ 
ganization,  E-mail  your  resume  to: 

E-mail:  kbair@dcexaminer.com  FAX:  (202)  4594996 


-POSITIONS  WANTED- 


EDITORIAL 


EXECUTIVE  EDITOR  seeks  to  launch 
global  warming  topics  magazine  and 
website.  Will  relinquish  ownership  of 
globalwarmingmonthly.com  and  glob- 
alwarmingwe^ly.com  as  part  of  the  con¬ 
tract.  MA  in  journalism;  meteorologist 
5-years;  print,  broadcast,  Internet  news 
lb-years;  managing  the  IBM  brand 
10-years.  Contact:  (212)439^190. 


Obstacles  don't  have  to  stop  you. 
If  you  run  into  a  wall,  don't  turn 
around  and  give  up.  Figure  out 
how  to  climb  it,  go  through  it,  or 
work  around  it. 

•  Michael  Jordan 


From  the 

newsrooms 

to  the 

PRESSROOMS 

to  the 

boardrooms  - 

no  one  covers  the 
newspaper  business  like 
Editor  &  Publisher 


visit  our  website  at 
www.editorandpublisher.conh 
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SAVE  THE  DATES! 


September  18-21 1 2006 ING  Annual  Conference 

Crowne  Plaza  Hotel  Detroit-Metro  Airport 


Join  Editor  &  Publisher  and  the  International  Newspaper  Group  as  they  honor  this  year’s 
winners  of  the  Production  All-Stars  awards  at  the  2006  ING  Annual  Conference.  E&P  created 
the  Production  All-Stars  awards  to  celebrate  ingenuity,  innovation  and  intelligent  management 
of  the  people  and  systems  behind  the  scenes  in  the  newspaper  business.  This  first  annual  awards 
event  furthers  E&P^s  coverage  of,  and  commitment  to,  the  crucial  technology  sector. 

We’ll  honor  six  winners  in  all,  three  in  each  of  the  two  categories  (press  and  post-press)  for  papers 
with  circulation  of  less  than  50,000,  papers  with  circulation  between  50,000-149,999,  and  papers 
with  circulation  of  150,000  or  more.  E&P  will  donate  $500  on  behalf  of  each  winner  to  the 
ING’s  annual  scholarship  fund,  which  benefits  undergraduate  students  who  will  pursue  careers 
in  newspaper  operations.  Winners  will  also  be  featured  in  the  September  issue  of  E&P. 


Mm 


For  more  information  about  the  ING  conference, 
visit  www.azcentral.com/advert/ing. 
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lDITORANDPUBLISHER.COM  TOWERS  OVER  THE  COMPETITION. 


Editorandpubiisher.com 


Presstime.com 


Source:  Nielsen  NetRatings,  NetView,  October  2005* 
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Even  newspaper  decision-makers  rely  on  the  Web  for  the  latest  news 
about  their  business,  and  Editor  &  Publisher  soars  above  the  rest  as 
their  chosen  online  news  source.  Presstime.com  and  Newsandtech.com 
don't  even  come  close,  proving  the  overwhelming  preference  for  E&P's 
authoritative  coverage  of  technology  and  other  critical  areas  of  the 
newspaper  industry. 

Since  its  launch  two  years  ago,  Editorandpublisher.com  has  captured  this 
massive  online  audience  by  providing  up-to-the-minute  news  with  expert 
perspective.  It  even  captured  the  attention  of  the  Web  Marketing 
Association  and  received  the  group's  Standard  of  Excellence  award  in  2004. 
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Editorial  cartoonist  Clay  Jones  of  The 

Free  Lance-Star  in  Fredericksburg,  Va., 

blogs  from  home  and  work. 


Walt  Handelsman  spends  hours  each  evening  creating  biweekly  animations  for  Newsday.com. 

A  'Net’ gain  in  work 

MD  MID  mm 

BV  NEW  WEB  DUTIES 

The  schedules  of  some  editorial  cartoonists  are  crammed  with 
blogging  and/or  doing  animation  for  their  newspapers’  sites 

BY  DAVE  ASTOR 

The  workload  isn’t  shrinking  for  America’s 
shrinking  group  of  staff  editorial  cartoonists,  as 
some  now  do  blogs  and/or  political  animation  for 
their  newspapers’  Web  sites.  Many  of  them  enjoy 
these  challenges,  and  realize  that  diversifying  their 
skills  may  ultimately  provide  more  job  security.  But  like  other 
journalists  juggling  print  and  Web  tasks,  their  schedules  have 
become  more  crammed. 


“Editorial  cartoonists  used  to  get  a  pay- 
check  for  drawing  cartoons,  answering  the 
phone,  cuid  doing  community  speaking,” 
said  Matt  Davies  of  The  Journal  News  in 
white  Plains,  N.Y.,  for  which  he  does  a 
blog.  “Now'  we’re  also  veiy  much  a  part  of  a 
newspaper’s  online  strategy.” 


Walt  Handelsman,  speaking  of  the  ani¬ 
mated  cartooning  he  does  for  Newsday  of 
Melville,  N.Y.,  said:  “It’s  exciting,  it’s  fun,  it’s 
rewarding  —  but  it’s  just  a  huge  amount  of 
work.”  Handelsman  volunteered  to  create 
the  animations  last  December,  and  then 
spent  “hundreds  of  hours”  at  home  teach¬ 


ing  himself  how  to  do  them.  His  first  effort 
was  posted  on  Newsday.com  in  February, 
and  now  he  finishes  one  every  two  weeks. 
Some  have  taken  as  many  as  70  hours  to 
create,  although  he’s  more  recently  com¬ 
pleted  others  in  about  30  hours. 

“I  work  on  my  print  cartoons  from  10  to 
5  or  6  p.m.  at  Newsday,  go  home  and  have 
dinner,  then  work  on  the  animated  car¬ 
toons  until  midnight  or  1  or  2  a.m.,”  he  said. 
During  those  hours,  sometimes  the  most 
interaction  he  has  with  family  members 
is  when  they  help  provide  voices  for  the 
animations. 

Handelsman,  a  1997  Pulitzer  Prize  win¬ 
ner  syndicated  by  Tribune  Media  Services 
(TMS),  has  saved  a  little  time  since  starting 
the  animations  by  creating  four  rather 
than  five  print  cartoons  a  week.  And,  as 
he  “banks”  an  archive  of  animated  images 
(such  as  George  W.  Bush  in  the  Oval 
Office),  the  five-year  Newsday  veteran 
can  reuse  them  in  new  cartoons. 

Orange  County  (Calif.)  Register jY^ing 
Features  Syndicate  Editorial  Cartoonist 
Mike  Shelton  also  spends  extra  hours  on 
the  political  animations  he  co-creates  with 
Jocelyne  Leger,  illustrator  and  art  director 
for  the  Registers  Commentary  section. 

“Jocelyne  and  I  have  other  duties,  so  we 
do  some  of  the  work  on  our  own  time,”  said 
Shelton,  who  joined  the  Register  in  1983. 
“But  we’re  not  complaining.”  Leger  said  it 
can  take  her  and  Shelton  as  many  as  65 
hours  to  complete  an  animated  piece  of 
work  —  including  coming  up  with  ideas, 
creating  storyboards,  doing  the  drawings, 
and  adding  movement,  music,  and  voices. 
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Like  Handelsman,  the  duo  posts  a  new  one 
every  two  weeks  or  so. 

Shelton,  who’s  allowed  to  draw  four 
rather  than  five  print  cartoons  a  week  if  the 
animation  gets  too  demanding,  has  also 
done  a  blog  for  the  Register  since  January. 

The  Journal Nervs'T>&\\es  launched  his 
blog  in  May.  “It  hasn’t  added  to  my  work¬ 
day,  but  it  has  added  to  my  workload,”  said 
the  TMS-s>'ndicated  cartoonist,  who 
sjjends  an  average  of 45-60  minutes  a  day 
on  the  blog.  Davies  said  he  relies  on  “time 
management”  to  fit  in  the  extra  work  with¬ 
out  increasing  his  hours. 

Some  editorial  cartoonists  update  their 
blogs  less  ft^uently.  Clay  Jones  of  The  Free 
Lance-Star  in  Fredericksburg,  Va.,  for  ex¬ 
ample,  said  he  adds  content  to  his  blog  an 
average  of  once  or  twice  a  week,  either  at 
the  office  or  from  home.  One  reason  Jones 
doesn’t  update  his  blog  more  frequently  is 
that  he  often  prefers  to  “let  my  cartoons  do 
most  of  the  talking.” 

Another  reason,  he  added,  is  the  time 
factor.  “I  like  the  blog  a  lot,  but  the  most 
important  thing  for  me  is  doing  five  car¬ 
toons  a  week,”  said  Jones,  whose  work  is 
distributed  by  Creators  Syndicate. 

Davies  also  likes  to  blog,  and  said  the 
positives  outweigh  the  nega¬ 
tives.  He  mentioned  that  the 
blog  decreases  his  time  on  the 
phone  because  some  readers 
write  to  the  blog  rather  than 
call  him.  And  the  cartoonist, 
who  joined  The  Journal  Nercs 
in  1993  and  won  a  Pulitzer  in 
2004,  added  that  writing  for 
the  blog  helps  him  organize 
his  thoughts  and  come  up  with 
fresh  cartoon  ideas.  “Writing 


and  cartooning  are  very  close 
cousins,”  he  noted. 

When  interviewed  by  E^P, 
Davies  was  working  with  the 
Journal  News’  online  staff  to  devel¬ 
op  cartoon  animations  for  the 
paper’s  site,  so  Davies’  schedule 
could  become  significantly  busier. 

Ciuloonists  usually  aren’t  paid 
for  their  extra  work,  but  newspa¬ 
pers  are  certainly  benefiting. 
Cartoonists’  blogs  tend  to  draw  a  lot 
of  traffic,  as  do  animated  creations. 
The  Shelton/Leger  animations  quadrupled 
traffic  to  Shelton’s  blog  between  May  and 
June,  and  Handelsman’s  animated  works 
are  consistently  among  Newsday.com’s 
most  e-mailed  items. 

In  addition,  because  of  the  multimedia 
and  often  edgier  nature  of  newspaper 
animations,  the  audience  drawn  by  such 
works  tends  to  be  younger  than  those  who 
enjoy  print  cartoons.  “I’ve  showed  my  ani¬ 
mations  at  schools,  and  kids  love  them,” 
said  Handelsman.  “If  newspapers  want  to 
entice  a  younger  readership,  there’s  a 
tremendous  upside  to  this.” 

He  added  that  animations  can  have  a 
longer  shelf  life  than  print  cartoons.  Since 
he  can  do  only  one  labor-intensive  anima¬ 
tion  every  two  weeks,  Handelsman  ex¬ 
plained,  “you  have  to  look  at  news  in  a 
different  way.  You  have  to  look  at  broader 
issues  that  last  for  weeks  and  months.” 

Davies  knows  the  budget  pressures 
newspapers  face,  but  still  cautiously  hopes 
that  the  popularity  of  cartoon  blogs  and 
animations  might  convince  papers  to 
employ  more  cartoonists.  “If  I  was  an 
editor.  I’d  hire  cartoonists  and  put  them 
on  the  Web,”  he  said.  “They  can  really 
draw  attention  to  your  site.”  [il 


Matt  Davies  keeps  busy  at  The 
Journal  News,  White  Plains,  N.Y. 


Mike  Shelton  and  Jocelyne  Leger 
work  on  an  animation  for  The 
Orange  County  Register. 
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www.p3iogistics.com 

Leveraging  over  a  decade  of  experience  inside  the 
newspaper  industry  for  the  largest  third-party  logistic 
providers,  P3L  offers  world  class  distribution  planning 
services  specifically  for  newspapers. 

By  employing  an  exhaustive  discovery  process, 
followed  by  development  of  a  comprehensive  model, 
P3L  allows  executives  to  evaluate  cost  versus  sen/ice 
trade-offs  before  implementation  or  presentation  to 
the  third-party  marketplace  for  competitive  bidding. 
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America  offers  a  complete  line  of  single-width  and 
double-width  flexographic  and  offset  printing 
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GMA  serves  newspaper  packaging  and  distribution 
needs  with  the  industry's  most  extensive, 
technically  advanced  and  proven  line  of  high  speed 
inserting,  conveying,  bundle-building  and  bundle 
distribution  systems,  supported  by  GMA’s  state-of- 
the-art  production  control  software. 
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inking  system  to  Digital  Ink  Pumps. 
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MONTH  IN  REVIEW 


Get  to  W  Online  riyht  now 

Regular  visitors  to  EiP  Online  may  already 
have  seen  some  of  the  columns  below.  But 
for  those  who  would  take  advantage  of  our 
Web  analysis,  here’s  a  recap  of  three  of  E&P'%  top  on¬ 
line  columns  from  the  past  few  weeks.  If  you  haven't 
done  so  already,  activate  your  registration  now  by 
visiting  www.editorandpublisher.com/activate. 


JUNE 

07  M.vking  your  Web  site  .more  con- 
Ll  VER.SAT10NAI.  From  Steve  Outing’s 
“Stop  the  Presses”: 

The  phrase  “News  is  a  conversation” 
drives  much  of  media  thinking  these  days. 
It’s  certainly  a  mantra  for  me.  What  it 
means,  of  course,  is  that  the  news  story, 
when  completed,  no  longer  ends  with  publi¬ 
cation.  When  a  journalist’s  work  lands  on  a 
Weh  page,  it’s  often  (or  at  least  should  be) 
the  start  of  an  ongoing  conversation  —  be- 
t\veen  a  journalist  and  readers,  and  among 
readers  themselves.  The  Internet  enables 
the  conversation,  and  21st  century  news 
consumers  are  becoming  used  to  the  idea 
that  their  voices  now  can  be  spread  far  and 
wide  —  just  like  the  voices  of  professional 
journalists. 

“News  is  a  conversation”  also  applies  to 
what  many  of  us  call  “citizen  journalism”  or 
“participatoiy-  media.”  And  there  are  key 
techniques  for  getting  your  audience  to 
speak  up  more,  to  contribute  more  of  their 
thoughts  and  knowledge  to  the  public  con¬ 
versation,  and  to  enter  the  mindset  that  the 
media  they  consume  is  not  just  about  ab¬ 
sorbing  what’s  published  for  their  benefit  — 
but  also  for  being  the  venue  for  news,  infor¬ 
mation,  and  opinion  that  people  produce 
themselves. 


JULY 


3A.SSAIT.TS  ON  THE 
pre:ss  intensiit  From 
Joe  Strupp’s  “Get  Me 
Rewrite”: 

Just  when  you  thought 
the  anti-press  fervor  of 
the  Bush  Administration 
and  its  supporters  could¬ 
n’t  get  any  more  vicious 
—  remember  Bill  Bennett’s  pleading  for 
jail  for  three  Pulitzer  winners?  —  the  past 
week-and-a-half  indicates  a  rising  tide  of 
media-bashing  that  appears  unmatched 
in  recent  history. 


Editonal  Cartoon  of  the  Month 


JOEL  PETT,  LEXINGTON  (KY.)  HERALD-LEADER,  CARTOONISTS 
&  WRITERS  SYNDICATE/N.Y.  TIMES  SYNDICATE,  JULY  11 


Protesters  rally  in  front  of  The  New 
York  Times’  headquarters  on  July  10. 


This  followed  the  June  23  reports  in 
three  major  newspapers  that  the  adminis¬ 
tration  had  been  involved  in  a  secret  pro¬ 
gram  monitoring  bank  records.  Since  The 
New  York  Times,  the  Los  Angeles  Times, 
and  The  Wall  Street  Journal  revealed  the 
program’s  existence,  the  reaction  has  been 
just  short  of  demands  for  a  lynching. 

This  is  a  tired  act  that  not  only  misses 
the  point  but  shows  the  propensity  of  the 
administration  to  duck  a  valid  debate  over 
its  policies.  Even  more  pathetic  is  the  way 
the  Wall  Street  Journal,  which  reported 
the  same  story  at  virtually  the  same  time, 
and  not  only  ducked  much  of  the  angry 
reaction,  but  found 
a  way  to  attack  the 
Times  itself  in  one 
of  the  most  absurd 
editorials  put  to 
newsprint  in  recent 
years. 

This  is  indeed  a 
frightening  time  for 
journalism  outlets, 
especially  those 
major  papers  involved  in  this  controver¬ 
sial  story.  If  angry  attacks  on  the  press  are 
allowed  to  snowball  into  demands  for 
prosecution  and  name-calling,  the  frenzy 
against  journalists  will  no  doubt  reach 


a  level  where  the  average  reader  will  not 
know  who  to  trust  even  a  little. 

4FOIA  .4PPE.VRS  “flabby”  on  its  40111 
BiRi  HD.AA  From  Mark  Fitzgerald’s 
“Newspaper  Beat”: 

The  Fourth  of  July  marked  the  40th 
birthday  of  the  federal  Freedom  of  Infor¬ 
mation  Act  (FOIA).  This  most  important 
law  is  showing  all  the  worst  signs  of 
middle  age:  it’s  flabby  and  out  of  shape, 
insufficiently  e.xercised,  and  slowing 
down  dramatically. 

FOIA’s  decline  is  laid  out  in  a  new' 
report  (www.cjog.net)  from  the  invaluable 
Coalition  of  Journalists  for  Open  Govern¬ 
ment  (CJOG),  a  group  of  more  than  30 
organizations  that  has  been  raising  the 
alarm  about  the  rising  tide  of  secrecy  in 
government. 

CJOG  analyzed  the  FOIA  requests 
made  to  federal  agencies  during  the  fiscal 
year  ended  Sept.  30,  2005,  and  found  the 
government  is  getting  slower  and  stingier 
about  releasing  information. 

In  an  administration  that  loves  to  cut 
spending  everywhere  e.xcept  for  the  mili¬ 
tary,  federal  lawyers  are  spending  ever 
greater  amounts  to  resist  giv-ing  the  public 
information  amassed  in  the  public’s  name 
—  often  by  just  sitting  on  it. 
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Shoptalk 


O  Mi  eREEK  TO  ME 


Staring  at  a  paper  I  can’t  read,  thinking  of  papers  back  home 


Take  your  growing  sons  to  Istanbul  and  Athens, 
as  my  wife  Lyn  and  I  did  this  summer,  and  you  will 
surely  excite  their  intellectual  curiosity  as  they 
wander  through  cities  mixing  the  glories  of  ruined 
empires  with  the  sophistication  of  modern  Europe. 
Kieran,  my  15-year-old,  concluded  that  the  washroom  hand- 
dryers  in  Istanbul  blew  stronger  than  the  ones  in  Athens.  His  12- 
year-old  brother  Des  announced  that  fried  calamari  is  better 
in  Greece  than  in  Turkey,  but  neither  prepares  it  quite  as  well  as 
Pasta  DArte,  the  Italian  joint  around  the  corner  from  us  in  Chicago. 


I  wish  I  were  an  exception  to  this  Inno¬ 
cents  Abroad  crassness.  I  did  not  prepare 
as  Lyn  did  for  each  new  sight  by  reading 
its  history.  In  truth,  I  was  most  fascinated 
not  by  a  domed  mosque  or  Doric  column, 
but  by  the  kiosks  spilling  over  with  news¬ 
papers  in  languages  I  couldn’t  read.  As  I 
flipped  through  the  pages,  my 
head  filled  with  questions 
about  the  papers  back  in  the 
States: 

How  come  newspapers  in 
Istanbul  and  Athens  can  fill 
every  page  with  color,  and  we 
can’t?  For  that  matter,  how 
come  papers  in  Guatemala 
City  and  Bangkok  and  Berlin 
can  do  it,  and  American  news¬ 
papers  can’t?  The  rest  of  the 
world  has  discovered  it  lives  in  color.  For 
all  our  pretty  front  pages  and  suitable-for- 
framing  section  fronts,  U.S.  papers  all 
too  quickly  dump  readers  into  gray  and 
dismal  inside  pages. 

How  is  it  that  Greece  and  'Rirkey  can 
sustain  not  just  one  national  sports  dai¬ 
ly  each,  but  more  than  half  a  dozen? 
Meanwhile,  the  only  place  you  can  get  a 
copy  of  The  National,  the  last  serious  U.S. 
attempt  at  a  sports  daily,  is  on  eBay.  It 
simply  makes  no  sense  that  a  sports  daily 


cannot  make  it  in  a  nation  with  an  appar¬ 
ently  insatiable  appetite  for  sports,  and 
with  enough  different  sports  to  entertain 
us  year-round. 

The  Turkish  and  Greek  sports  dailies 
are  some  of  the  most  handsome  papers  on 
the  stands,  with  beautiful  graphics  that 
had  even  me  thinking  that, 
hey,  maybe  soccer  really  is 
the  “Beautiful  Game.”  On  the 
island  of  Rhodes,  I  spotted 
the  best  of  the  sports  dailies, 
a  tabloid  whose  name  Greek 
acquaintances  variously  trans¬ 
lated  as  “We’re  Victorious”  or 
“Champions.”  Here’s  the  kick¬ 
er:  It’s  published  by  a  profes¬ 
sional  soccer  team.  Just 
imagine  if  George  Steinbren- 
ner  published  a  sports  daily.  Or  Ozzie 
Guillen  in  Chicago.  That  would  be  a 
newspaper  war  worth  watching. 

Is  it  possible  there’s  hope  for  the 
broadsheet  yet?  I’ll  admit  it.  I’m  firmly  in 
the  “The  Future  Belongs  To  Tabs”  camp. 
And  there  was  plenty  of  evidence  to  sustain 
that  bias  in  Europe.  Just  compare  the  fusty 
Die  Welt  broadsheet  with  its  jazzy  Die  Welt 
Kompact  edition.  But  Istanbul’s  dazzling 
dailies  are  virtually  all  broadsheets,  the  old- 
fashioned  kind,  wide  as  the  present-day 


Wall  Street  Journal  before  it  gets  its  hair¬ 
cut.  They  succeed  because  of  imaginative 
and  bold  graphics,  a  willingness  to  break 
design  rules  with  a  chaos  of  elements  w'or- 
thy  of  the  nation  that  gave  us  the  whirling 
dervish  —  plus,  let  me  say  it  again,  color  on 
every  page  and  image.  There  was  one  wide¬ 
ly  advertised  broadsheet,  Zaman,  that  was 
handsome,  but  played  by  U.S.  design  rules. 
It’s  the  paper  of  the  Islamist  fundamental¬ 
ists,  a  guide  told  me. 

Could  American  papers  revive  their 
flagging  Sunday  circulations  the  way  a 
number  of  Athens  papers  do  —  by  pack¬ 
aging  them  with  pornographic  DVDs 
and  magazines?  Um,  probably  not. 

To  a  Midwest  family  making  our  way  to 
Sunday  Mass  in  Athens,  it  was  remarkable 
to  see  just  what  graphic  wares  newspapers 
like  Espresso  and  others  were  offering 
underneath  the  shrink  wrap.  When  I 
wrote  a  story  for  the  March  issue  of  E^P 
contrasting  the  reluctance  of  U.S.  publish¬ 
ers  to  offer  big-value  premiums  with 
European  papers’  liberal  use  of  them, 

I  didn’t  know  the  half  of  it. 

Do  the  Greeks  say  to  each  other,  “I 
don’t  know,  it’s  all  English  to  me?”  Not 
sure,  but  Metro,  the  ubiquitous  global 
publisher  of  free  commuter  dailies,  puts 
out  an  edition  in  Athens.  And  just  as  pre¬ 
dictably,  Metro  has  attracted  competition, 
including  one  that  calls  itself,  using  the 
English  word  and  alphabet.  Metropolis. 

A  third  free  tab  has  also  taken  an  English 
name.  City  Press. 

Why  does  the  International  Herald 
Tribime  —  oh,  how  shall  I  say  this  — 
stink?  In  newspaper  kiosks  bright  as  flower 
shops  with  the  vivid  local  dailies,  this  gray 
wallflower  is  my  nation’s  newspaper  ambas¬ 
sador  abroad,  literally  an  ugly  American. 
You  forget  just  how  bad  the  paper  is  until 
you’re  forced  to  live  with  it.  When  I  was  in 
Istanbul,  I  could  read  the  surprisingly  lively 
Turkish  Daily  News,  but  in  Greece  I  was 
stuck  with  the  IHT  or  the  inevitably  two- 
day-old  USA  Today.  The  IHT  shows  that 
sometimes  keeping  items  short  —  every¬ 
body’s  prescription  for  newspapers  these 
days  —  just  means  being  skimpy  on  the 
news.  The  paper’s  only  bright  spot  is  a 
column  written  by  Roger  Cohen,  who  sure¬ 
ly  deserves  a  better  showcase  than  a  dull 
paper  that  has  remained  utterly  unchanged 
since  the  Cold  War.  11 
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Not  all  tissues 
ARE  Kleenex*  tissues. 

(And  that’s 

NOTHING  TO  SNEEZE  AT.) 

If  it  hasn’t  got  the  Kleenex'  brand  on  the 


box,  then  it’s  not  a  Kleenex'  tissue.  While 


we’re  on  the  subject,  just  remember  that 


Kleenex'  is  a  brand,  so  it’s  an  adjective,  not 


a  noun.  And  it’s  always  spelled  with  a  capital 


“K”  followed  by  the  registered  trademark 


symbol  and  the  word  “tissue.”  So,  if  you  can 


follow  these  guidelines,  we  have  only  one 


thing  to  say  -  bless  you. 


9  Registered  Trademark  of  Kimberly-Clark  Worldwide.  k\c.  '&2004  KCWW. 


At  Hearst,  the  commitment  to 
diversity  starts  from  within. 

We  believe  local  newspaper  teams  should  be  as  Unlike  most  journalists  starting  their  careers,  Hearst 

diverse  as  the  communities  they  serve.  To  achieve  Fellows  are  chosen  for  challenging,  high-profile 
this  balance,  Hearst  has  ongoing  programs  to  assignments.  Past  Fellows  have  traveled  world-wide 

identify  and  develop  new  talent.  As  an  integral  to  cover  stories  ranging  from  Afghanistan  to  the 

part  of  this  initiative,  we  have  created  The  Hearst  Republican  National  Convention. 

Fellowship  Program  -  designed  to  accelerate  the 

growth  of  young  journalists'  career  development  The  program  is  having  a  positive  impact  on  diversity 

through  intensive  hands-on  experience.  at  Hearst  and  on  the  career  paths  of  young  talented 

journalists.  A  current  Fellow  observes,  "An  emerging 

Hearst  Newspapers  selects  four  Fellows  each  year  journalist  always  looks  for  a  lucky  break  and  the 
after  an  intensive  application  and  interview  process  Hearst  Fellowship  is  exactly  that." 
of  college  graduates  trom  a  wide  range  of  ethnic 

and  geographic  backgrounds.  The  primary  prerequisite  To  learn  more,  visit  hearstfellowships.com 
for  selection — talent.  During  the  two-year  program, 

each  Fellow  will  work  at  no  less  than  four  different  We  believe  our  strong  commitment  to  developing 
Hearst  newspapers.  These  rotations  provide  a  variety  great  journalists  ensures  that  Hearst  Newspapers 
of  valuable  work  experience  with  varying  editors  will  continue  to  deliver  excellence  every  day. 

and  in  different  cities  and  towns. 


HR  si  newspapers 


